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Sell the Southwest's 

4-STATE CORNER 

TEXAS • ARKANSAS • OKLAHOMA • LOUISIANA 

from 

§£ HH T%# TEXARKANA 
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29 COUNTY MARKET 

(NCS NO. 3, Spring, 1958) 

WEEKLY COVERAGE 

Total homes reached 

DAY or NIGHT: 64,1 10 

County figures indicate percent 
of television homes which view 
KCMC once or more WEEKLY. 

MARKET DATA 

Population (SRDS) 606,500 
Retail Sales (SRDS) . $481,071,000 
Total Homes (NCS NO. 3) 173,000 
Television Homes {NCS NO. 3) 110,000 

SHARE OF AUDIENCE 

64.8% in Metro Texarkana 
(ARB, November, 1958) 



FLASH! 

MGM Movie Package 
started March 1 



A few choice 
availabilities 
still remain! 




KGMG-W 

TEXARKANA, Texas- Arkansas 

The 4-State POWERHOUSE of the Great Southwest 

Maximum power Channel 6» Represented by Venard, Rintoul & McConnell, Inc. 
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DIGEST OF ARTICLES 

The Fuller & Smith & Ross air strategy 

31 Now in il> 52ml ><';ir, thi* ad a«r<'nr\ met air media head-on, developed 
a whole new evaluation 1 iiaf eoiild >el a pattern for similar a^enrie* 



Tv nets launch big show shakeup 

33 Network-. M-Tand>linji for audietier dominance ne\l reason, have aheady 
tilled un»I () f the ni"lillinie viol.-. A third of the >ho\\v are new ones 



Screen Gems' formula for tv film success 

36 r I'he lOih anniver^ai y this week of Columbia PictnnV t\ arm footlights 
a pa I lei n, realized nnder Kalph Colin, for hori/ontal divei -iheation 



Radio helps banks get volume quickly 

39 Here'- wh\ more and more hanks turn lo air media as the way to im- 
prove their deposit and loan situation, al the same lime to etil riMiij; cost> 



TvB challenges that Post ad 

40 TvliV Dr. Leon Armw points ouf the fallaeie? of recent S<tttTi>ost ad. 
eatil ions admen fo follow Post eue and K K VI) Mudy before usinji il 



Radio vs. newspaper audiences 

42 Though it* p<*r-i>rozitira*t ruling's aren't hi<r. radioV eumulafive andieiiee 
lops new-paper on their home "rounds and radio gel- out farther too 



Tv remotes give department store a showcase 

44 Nashville More -ell* mink Mole* among other ileitis via -ix daily 60- and 
."t()-second re mole* on coii*i*lenI 1><im>. Uses 1.1). 's for -peeial splurges 



sponsor asks: How do you feel about the "equal 
time" problem? 

52 Willi lhe recent rigid Yi\C riding on the "equal lime" requirement for 
poHlical eandidale-, liner slat ion men tell m'onmik | heir reactions 
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Play 
it 

cool! 

Drum up more sales with ABC Radio's 
giant summertime promotion! 

"Play It Cool!" is strictly a summer promotion, 
conceived for the specific purpose of selling 
warm-weather products — like easy-to-prepare 
foods, air conditioners and freezers, suntan 
lotion, deodorants, soft drinks, beer, automotive 
and travel products. 

Feature No. 1: The commercial for your prod- 
uct will be adjacent to editorial matter per- 
taining directly to your product. And ABC 
will schedule additional on-the-air promo- 
tional spots in other time periods to stim- 
ulate consumer demand. 

Feature No. 2: ABC will conduct a large-scale 
merchandising campaign (both advertising 
and direct mail) beamed at your best cus- 
tomers. The campaign will tell them your 
product is being advertised through the 
"Play It Cool" promotion, and offer point- 
of-sale and tie-in material. 

Join the growing list of sponsors who have al- 
ready signed up. For full information, contact 
your ABC Radio representative or write: 

ABC 
RADIO 
F NETWORK 

7 West 66th St., New York 23, N. Y. 
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NOW AVAILABLE: NTA'S NEW 
PACKAGE OF THE IMPORTANT 
POST 1948 FEATURE FILMS! 

Here are hand-picked Feature Films from the 
top studios of the world— hand-picked for 
action appeal, top quality appeal, big name 
appeal. Alec Guinness, Audrey Hepburn, 
Jayne Mansfield, Maria Schell, Montgomery 
Gift, Jennifer Jones, James Stewart, typify 
the compelling top-star, top-draw look of 
every one of these features. And the David 
0. Selznick name behind a number of the 
pictures gives you an idea of the production 
credits each of these top quality films carry. 

ALL THIS, AND SHIRLEY, TOO 

You've asked for them! Now you have them: 
six of Shirley Temple's biggest box office 
smashes.* It's the first time that these clas- 
sic attractions have been made available on 
a market by market basis. Only available in 
the big new International Package from NTA. 

NTA INTERNATIONAL, INC. 

Subsidiary of National Telefilm Associates, Inc. 
Ten Columbus Circle, New York 19, JU 2-7300 
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*Captain January, Poor Litile Rich Girl, Wee Willie Winkie, Heidi, Rebecca of Sunnybrook Farm, Little Miss Broadway 



Did 

Someone 
Call Us?" 




They sure did It all started when Balti- 

more's Mondowmin Shopping Center chose Bob 
Kceshan {Captain Kangaraa) to be the hast 
to thousonds of children ond grownups alike 
ot their three-show a doy promotion festivity, 
Saturdoy, Morch 2 1 st . . . Stu Kerr, talented 
WMAR-TV personolity hoppened to mention 
that both Keeshan and he hod been buddies 
together os o network's page boys ... The 
CBS Television Network ond Bob's ogent were 
immediotely contacted, orranging for o very 
speciol an-oir reunion for Stu with his ol' pol. 
Cop to in Kangaroo, thot some Soturdoy morn- 
ing, with WMAR-TV octuolly creating o pro- 
gram ot 8:45 AM for the two gentlemen to 
get together, 3/4's af on hour ohead of the 
regulor scheduling for thot doy Monitors, 
cameras, ond the station's mobile unit were 
sent to Mondawmin, olong with a stotion 
news photogrophic unit to recoid a newsreel of 
this occosion, loter having been shown through- 
out the week on vorious Chonnel 2 progroms 
. . ond the children, ofter learning of this 
through on oir and newspoper publicity releoses 
ond advertising, flocked to the Sunpapers 
Television studios to see their fovorite Chonnel 
2, CBS personality and tho<r Uncle Stu en jay 
on informal on-oir chit chat . . This was 
another exomple of WMAR TV's versotility ond 
willinqness to bring interesting loco I television 
Into the Channel Two viewers' homes du ring 
this exclusive Captain Kangaroo-Stu Kerr re- 
union, through the cooperation of the CBS 
Promotion Deportment ond Bob Keeshan . . k 
Captoln Kongaroo hirmelf 




Contact Your KATZ Rep. Now! 




SUNPAPERS TELEVISION, BALTIMORE, MO. 
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NEWSMAKER 

of the week 



The expanding creative horizons of the agency media direc- 
tor* particularly in the radio tr programing area, was spot* 
lighted this week hy the appointment of Herald T. Arthur as 
vice president in charge of media at Donahue S: Coe. Arthur 
has made a reputation by his imaginative use of air and print. 

The newsmaker: Oerald T. Arthur i* a suubol of that 

breed * * f media director, who. spurred In the post-war revolution in 
marketing. has taken media huving out of the dusty eorner it onee 
occupied. W here the media director once administered an essen- 
tialh isolated operation, he now look* at media as part of the 
complex nexus of product, message, market and distribution — not to 
mention keeping an e\e on what the competition is doing. 

The fact \rthur is onl\ 33 onh make* the point more pertinent, for 
\vlbur ha* distinguished himself In looking at air media in the 
broadest possible terms at Fuller 
\ Smith \ Honrs, Ho was plucked 
from there In an agene\ suddenly 
determined to bring itself to the 
attention of the advertising World. 

His appointment is the climax 
to a serie* of personnel additions 
and promotion* at Donahue & 
Coe. These have been coming so 
fa>t that, a* l)\C"s own pros re- 
lease on \ rtlut r said, the *'p.r. de- 
pa it men I fell behind in announc- 
ing 1 1 1 ic* arrivals as they came in. 

\rthur was chosen following a 
search made b\ 1)&C to determine who are the crack execntbes and 
potential exeenthes in all areas of the business, lie was described 
b\ the agenc} as one of two media people who stood out above 
all the others. 

This frenetic aethiu at DSC is interpreted b\ the trade as a 
prelude to the i ctiremeiit of Kdward J. Churchill, now president, 
and the moving up of Walter Weir, now e.xecnthe \.p. Weir makes 
no secret of the fact that IK\G is out to bolster the agene\*s package 
goods billing, an intriguing ambition in tin 1 light of the fact that 
Jerry \rthnr is leading an agenev hea\ \ in the industrial goods field. 

\ rtliiir will be ghen a free band in revamping the media de- 
partment. He will be the fir*t D&C media director with authority 
o\er both print and air biners. In addition to his stripes. Arthur 
will be a member of the plans board and will also work with D&C s 
new business committee. With increasing its share of air hill 




Grrahl T. Arthur 



vi \rthur will aUo be act ho in the tv programing area. 
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The Dy mamtc 

Little Rock 
Story 

of Radio Acceptance! 



KVLC 






Reaching a booming market of 250,000. 
Annual retail sales $200*000*000. 



NOW 



It's KVLC all the Way! 

Here's why: 

• Top flite programming 

• Outstanding personalities 

• Instant news coverage via 
news cruisers 

• Satisfied year-after-year advertisers 

DO BUSINESS WHERE BUSINESS 

IS BEINC DONE! 
Get the KVLC Success Story Today! 

NATIONAL REPS.: 

• New York City 
Richard 0'ConneII, Inc. 

• Chicago 
William J. Reltty 

• Kansas City — St. Louis 
Jack Hetheringion 

. . . and in nearby 

LAKE CHARLES, LA. 

it's 



Special 15% discount on Ihis 

polenl combination . . . 

KVLC, Lillle Rock + K1KS, Like Charles 



Timebuyers 
at work 




Betty Share, Batten. Barton. Durstine & Osborn. Inc., San Fran- 
cisco, feels there is a tremendous need to simplify radio buying.; 
'The large number of stations, the dhersit} of rate structures and' 
the constant}} changing complexion of station* makes radio the most 
difficult and thne-eoimiming medium to buy today," Hetty says! 
"There has been a good sound ef- 
fort b\ main stations to simplify 
rate cards, but there are still wide 
differences in essential structures 
and too main unpublished pack- 
ages. I hope to see the day when 
there is uniformity in rate cards. 
\lso. bin ing would improve if lit- 
erature on programing ami station 
per>onalit\ improved.' On the 
other hand. Betty si\>. agencies 
can help simplif) the bm ing proc- 
ess by stating clearly to stations 
and reps the objectives of a campaign, and proxiding the essentia 
details, so that the stations will submit the right proposal from tl» 
beginning. "1 belie\e that in the next few \ears stations will stream 
line their selling mechanics to cope with the growing competition/ 

Eugene J. Crealish, Brum Houston. Inc., \ew York, all-medrJ 
Inner, notes that with the warm months approaching and the usua 
schedules of re-runs or "test" slimmer replacement shows bcginniil 
to appear, the \ arious shifts and changes in television \ iewing habi^ 
must be taken into consideration. "During the summer months. 1 

Gene sa\s. "the ]>attern of tv view 
ing changes, and must be allowe< 
for by the seasonal as well as th 
\ ear-round ad\ertiser in this nw 
diuni." There is a general shif| 
("cue say?, in block viewing habit 
from earh morning to late evenii 




\ iewing. depending upon the ger 
graphic location of the market an 



the working hours of its peopl 
"Accordingly, the advertiser mu 
adjust his schedules to the sum ml 
mmxiii. Often indh idual annound 
incuts during late afternoon schedules that were ignored during til 
winter months become very good bins during the summer. B} th 
same token, the efficient early spot buy of the winter months ma 
lose its audience to outdoor life ami the barbecue pit. Effective sun 
mer Inning requires a careful appraisal of each individual market.^ 



STO.NM>K 



lft APRIL 1955 



. of the two top radio personalities in Chicago 



[During March, both Howard Miller and John Dorcmus joined 
he line-up of star personalities on WMAQ Kadio. Miller*- »ele« • 
lions of popular music and informal comment ha\e made him 
Ihe Number One radio personality in Chicago, without interrup- 
tion, since January 1956. ■ Doremus, in Chicago for less than 
|:wo years, quickly became the city's Number Two radio-audience 
lttraction, by featuring the best sort of popular music. ■ So the 



Q for M.ITV radio in um \(,o i* now bigger than ever! The 
I wo Iti^'-t^i ratliu iier^oiialilie* in 1 1»* cih are now j[ f>70 on 
Chicago's radio dial. ■ now vni> MiLLKit, 9:05 to 11:00 a.m.. 
Monday through Friday, jomn doremi 1:05 to 5:30 p.m., 
Monday through Friday and 9:05 to 10:30 p.m., week nights. 



NBC RADIO IN CHICAGO 
SOLD BY NBC SPOT S\Lfc5 



WMAQ • 670 



\x>urce: Pulse, iNoc. £>«c '55 
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The nation's top city for 
greatest gain in business, 
and the area served by its 
two television stations. 
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Admen, harness that beat! 

Just about ever} seal in the Brookh n Fo\ 
lheatre was occupied for the opening perform- 
a nee of the Man Freed 3th \ universal*} Big Heat 
Master Show that Friday (27 March I. On second 
thought, it's not quite precise to sa\ the seat- 
were oeen])ie(l. They were, hut only for a small 
part of the time. Most of the time, their occu- 
pants. 9() r f of whom were young girls in their 

teens, weren't in the seats at all. The) Were on their feet screaming, 
and waving their right hands, like a huge classroom of little lasses 
suddenly and simultaneous!) seized with a desperate need to \ isit 
the rest room, and requesting teachers" permission. 

It occurred to me that this demonstrated, among othei points, a 
measure of influence wielded 1>\ radio and or telex ision performers 
often overlooked, and e\ en more often underestimated by ad\ertisers 
and agencies who seek personalities to sell their wares in the hroadcast 
media. The show was. to begin with, a reiteration of the fact that one 
radio personality. Alan Freed, had been and continued to be vastly 
responsible, for better or worst*, for introducing, popularizing and 
establishing a new form of music for Mneriea's young- Music with 
the Big Heat, or lock and roll, if \on insist. 

Yon may not like it. hut it sells 

Whether you or 1 like rock and roll, or big beat music (and I do 
like tin 1 best of it), is beside my point of the moment. My point is 
thai here was a radio personality. Mr. Freed, who had enough in- 
fluence to |>la\ a major part in establishing a new Vmeriean musical 
form. Certain]} that influence should be recognized and properly 
harnessed by thinking advertisers and theii agencies. \nd. of course, 
to a large extent it is. I>ut if Mr. Freed" 1 s influence was apparent from 
the fact that the largish Brooklyn theater was jam-packed, that was 
a rathef obvious influence. Not quite as obvious was another in- 
fluence, far more potent than Mr. Freed'?. Not only not quite a- 
obvious, but 1 would venture to sa\ . largely unknown to most adver- 
tisers and ageneicM. 1 speak of the influence of a }onng ABC TV 
network personality named Dick Clark. 

It is infrequently enough that we tvpewritei •pounders have the op- 
portunity to take legitimate bows, so 1 hasten to sneak one in for 
rnvself right heie. When \F>C T\ originally put young Mr. Clark on 
the network. I believe 1 was the fust radio tv writing man to note 
that he was a bust-ont smash, that he would prove to be one of the 
most dynamic and powerful salesmen tv had ever seen. lie has 
proved that, and he will continue on to prove to the doubters that his 
shows attract giowu-nps as well a* teen audiences, and that his sales 
effectiveness is as great with the elders as with their offspring. 

I Kising from the sweeping and immodest curtsy 1 have just made. 
1 continue on the point of the vast influence* of Mr. Clark.) It is easy 
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Your Salesman for More Than 700,000 

CALLS ON SIGHT Jk-THE SOUTHEAST'S 
BIGGEST, RICH JHKRKET 




TELEVISIOH 

MflNSTON-S ALEM 



Put your salesman where he can make the most 
calls at less cost. Buy WSJS-television s 713,062 
TV sets in 75 Piedmont Counties in 
North Carolina and Virginia. 




for 



Winston-Salem 
Greensboro 
High Point 



Call Hcadlctj-Rccd 
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'THE VOICE OF LONG ISLAND 1 

Tremendous 
summer 
bonus 
audience 



9,000,000 

summer visitors 

300,000 

additional summer 
residents 

plus 

1,811,000 

regular Nassau-Suffolk 
residents 

f A Maior yeir round market 



SPECIAL SUMMER 
PROGRAMMING: 

news, weather and temperature, 
traffic, boating, fishing, 
swimming information 



has the largest daytime audience 
in the Major Long Island Market 
Pulse) 



Sponsor backstage continued 
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enough to pull out your Nielsen pocket piece and see that American 
Bandstand. Dick's Morula} through Friday. 4 to 3:30 p.m. extrava- 
ganza on ABC T\ has a multi-weekly rating for January and Febru- 
ary of 31." for each month, and thus is the number two multi-weekly 
show in all of television. 1 don't have my figures hand}, hut it's easy 
enough to check and learn that his Saturday night show represents 
one of the healthiest cost -per- 1.000 burs in the business. 

'Ihese statistics are strong evidence of his popularity, but do not 
give anywhere near as en stal-clear a picture of his vast influence a? 
ditl the show at tin 1 Brookh n Fox. There were 19 big beat acts on the 
Freed bill for that show. All of them had had at least one hit or near 
hit. record. There were top favorites in the field, like Fats Domino 
and Bobby Darin. And the little girls screeched in ecstasy, trembled 
for virtually every one of the 10. 

But the one the} screeched for at their uninhibited orgiastic peak, 
the one the} all but fainted over was a 16-year old boy from Phila- 
delpliia named Fabian. \ot Sam Fabian, not Fabian Jones, just plain 
Fabian. Fabian is a modest young high school junior, who has been 
a singer and performer for a relatively short time, maybe six month? 
or a } ear. Under the expert guidance of his managers, a couple of 
follows named Bob Marcurri and Pete DeAngelis. he has become 
this hot a show business property: 

Alan Freed ran an ad in the tradepapers. following the close of 
the Brookh n Fox engagement, in which he said: 

"Thanks, Fabian (of Chancellor Records) . . . The Alan Freed 
3th Anniversar} Big Beat Faster Show at the Brooklyn Fox Theatre 
broke ever} existing house record (of any Brooklyn Theatre) for a 
single da}'> gross of S27.000 — I signed ) Alan Freed . . . P.S. and 
thanks again. Fabian for canceling previous commitments to return 
h\ popular demand for the closing Saturday ami Sunday shows," 

. . . and last Saturday ( 1 April*, if you watched the Perry Como 
show, you would have seen the handsome young Fabian, do his new 
hit record. "Turn Me Loose" on that show. 

This hot show business property is almost exclusively a Dick Clark 
creation. Dick has had him on his Bandstand many, man} time> 
and Dick has made him a young star in vast demand. To be able 
to accomplish this, I believe, speaks far more eloquently for a per- 
sonalis V talent for influencing viewers than all the ratings in the 
world. \nd this phase of the influence of radio tv performers' per- 
sonalities is often overlooked b} agencies and advertisers. 

Good influence outweighs Bad 

It is heartening, in the face of the blasting the big beat so often 
takc^ from the public, to he able to sa} that most of those involved 
in the picture wield their influence for considerable good. Clark, 
himself, work* tirelessly and in many way? to exert his influence in 
the directum of helping the young people with their problems. And 
just one other example of a most influential new talent to emerge 
from the youthful popular music field, one who has probably exerted 
more influence for the good of young boys and girls than a thousand 
stilT-neeked viewers-w ith-alarm all put together, is Pat Boone. Pafs 
influence has been harnessed by one smart advertiser, Chevrolet. 
Pat not old} sells cars, but via his best-selling book, "Twixt the Teens 
and Twenty." and his general behavior he helps make belter citizen* 
out of untold thousands of our young people. ^ 
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. . . ON A BILLION-DOLLAR TARGET! 



WSPD Radioes across-the-board leadership in 
the billion-dollar Toledo market continues to 
give advertisers more sales ammunition for their 
dollar. All-time high ratings are the result of 
WSPD's forward march in its 38-year domination 
of Toledo, attained by consistently aggressive pro- 
gramming and promotion. 

To bulls-eye Toledo's billion dollars, depend 
on the one station to score — and keep scoring! 
Ask your KATZ man for details. 



Fcvmoujs on the local scene 

WSPD- 



NBC RADIO in TOLEDO 



Storer IRaxlio f&i ^ 



WSPD WJW WJBK WGBS WAG A WWVA WIBG 

uU-do ClevW.ind Dt-troit Mumi AtLnU VVh*<rlmg l'httjH.-tphi* 
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VHERE THE FAMILY GOES 



You reach people-wherever they are, 
at home or on vacation- with SPOT 
RADIO. 



SPONSORED BY MEMBER FIRMS OF 




Avery-Knode! Inc. — John Blair & Company — Broadcast Time Sales 
Thomas F. Clark Co. Inc. — Harry E. Cummings — Robert E. Eastman & Co. Inc. 

H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Guinn Company 
The Meeker Company Inc. — Art Moore Associates Inc. — Richard O'Connell Inc. 

Peters, Griffin, Woodward, Inc. — William J. Reilly, Inc. 
Radio-TV Representatives Inc. — Weed Radio Corporation — Adam Young Inc. 




ASCAP congratulates the 1958 Winners 

"GIGI" 

FREDERICK LOEWE-ALAN JAY LERNER 
PUBLISHED BY CHAPPELL & CO., INC. 
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ASCAP Academy winners since 1934: 

1934 — "The Continental" — Con Conrad, Herbert Magidson 

1935 — "Lullaby of Broadway" — Harry Warren, Al Dubin 

1936 — "The Way You Look Tonight"— Jerome Kern, Oorothy Fields 

1937 — "Sweet Leilani" — Harry Owens 

1938 — "Thanks for the Memory"-Ralph Ranger, Leo Robin 

1939 — "Over the Rainbow"- E. Y. Harburg, Harold Arlen 

1940- "When You Wish Upon A Star"-Ned Washington, Leigh Harline 

1941 - "The Last Time I Saw Paris"- Jerome Kern, Oscar Hammerstein 2nd 

1942- "White Christmas"- Irving Berlin 

1943 - "You'll Never Know"— Harry Warren, Mack Gordon 

1944 — "Swinging On A Star"-James Van Heusen, Johnny Burke 

1945 — "It Might As Well Be Spring" — Rodgers and Hammerstein 

1946 — "On the Atchison, Topeka and Santa Fe"-H. Warren, J. Mercer 

1947 — "Zip-A-Oee-Ooo-Dah"- - Allie Wrubel, Ray Gilbert 

1948 — "Buttons and Bows" — Jay Livingston, Ray Evans 

1949 — "Baby, It's Cold Outside"- Frank Loesser 

1950- "Mona Lisa"— Ray Evans, Jay Livingston 

1951 - "In the Cool Cool Cool of the Evening" — H. Carmichael, J. Mercer 

1952- "Oo Not Forsake Me, Oh My Darlin' "- Oimitri Tiomkin, Ned Washington 

1953 — "Secret Love" — Sammy Fain, Paul Webster 

1954 — "Three Coins in the Fountain" — Sammy Cahn, Jule Styne 

1955- "Love is a Many Splendored Thing" — Paul Francis Webster, Sammy Fain 

1956- "Whatever Will Be, Will Be" ('Que Sera, Sera')-Ray Evans, Jay Livingston 

1957- "All The Way"— Jimmy Van Heusen, Sammy Cahn 
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J. Walter Thompson's media group on Shell Oil denied last week that it was 
arbitrarily setting its own rates in placing summer spot radio schedules. 

It all started when some stations received wired orders for extended packages with 
the quoted rate per minute being, as one station put it, "strictly something that must have 
been pulled out of a hat." 

From the agency eanie an entirely different version. It ^aid it was not setting its 
own rates, nor was it attempting to bargain. 

It had merely adopted a procedure of negotiating for packages in ShelTs be- 
half. For instance, if the timehuying department found that the price quoted for a package 
was out of line with the actual cost-per-1.000, the buyer would point that out and leave it 
to the station to adjust the difference. 

Commented one rep: "Slice it any way you want to. it's an offbeat way to do busi- 
ness. What if other oil companies on the same station invented their own arithmetic?" 



Campbell-Ewald this week started lining up availabilities for GMAC's annual 
radio spot campaign, which again will use over 100 stations. 

The schedule, taking off IS May, will provide for about 20 spots a week for 18 weeks. 
Locations are limited to the interval between Fridav afternoon and Snndav evening. 



Even though minute and 20-second availabilities in key markets are not quite so 
tight as a few weeks ago, indications are that national spot tv will enjoy a far firmer 
summer than last year. 

Timebuyers this week said that while they're able to pick up daytime minutes here and 
there among the top markets, it's still tough lo buy minutes in fringe nighttime. Meantime 
night l.D.s seem fairlv plentiful. 

At least one sector of radio seems to be having a lucrative time of it: This con- 
sists of the stations in the New York and L. A. metropolitan areas catering to minori- 
ty audiences like Spanish linguals and Negroes. 

One plausible explanation: Their audiences are mostly employed in services; they have 
been less affected by employment cutbacks than skilled workers; so they continue to be 
the special targets of such accounts as beer, foods, and drugs. 



Perhaps the largest commercials budget for any one account in tv will he the 
$800,000 that Alcoa will be spending on its plugs alone during the 1959-60 season. 

Over the course of the year it will expose 180 different commercials — never using 
the same one a second time. 

The reason: Each commercial supports a specific group of Alcoa customers and 
deals with specific uses of the fabricated product, or some new production angle of the basic 
metal. 

A large portion of the commercials wind up in spot. The agency, F&S&R, edits 
them down to 20 seconds and ships the negatives on to fabricators for distribution 
among their distributors and dealers. 
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SPONSOR-SCOPE continued 

Joe Lowes Popsfcle (Gardner) is being put into tv spot this season, with the 
coverage limited to 50 top markets. 

Initial schedule will be for four weeks. Last season the account bought participations 
in Bandstand (ABC TV). 

Ask a sharp media direetor to give you a elinieal analysis of national radio 
spot^s status and he'll likely tell you right off that it's suffering from too mueh attach- 
ment to past glories. (See also 11 April SPONSOR, page 31.) 

Further probing, as SPONSOR-SCOPE learned in taking the problem this week to some 
thoughtful mediamen, evokes sueh observations as these: 

• Radio spot would find it to its advantage to stop eoneentrating on the advertising 
leaders, because they're going to go on limiting their air dominance to tv. 

• Let the medium turn its selling force on the 1,500 or more advertisers who still 
use magazines exclusively, study their market patterns, and show them how they can be 
dominant in radio, if only in 25 to 50 markets. 

• Of course, the husiness from scores of these small accounts won't equal the billings from, 
say, a Lever Bros. But what is more important is this: Consider the hole that's left when a 
Lever pulls out, and the contrasting fact that in these small advertisers lies the safety 
of numbers. 

• Radio must determine to forget what it was and go out and sell itself as advertising's 
new medium: It offers uses and economies not duplicated elsewhere. 



The U.S. Census Bureau w T ill conduct a count of tv homes the middle of May, 
and the Advertising Research Foundation will issue it in the fall. 

The last count — made in January — showed a total of 41,924,000 tv house- 
holds, with 3,417,000 (or ?>.2%) of them having two or more sets. Saturation: 83.2%. 

Two heers — Piels and Hamm consistently have run away with first, second, 

and third places in the bestdiked commercial tabulations from ARB the past 20 
months. 

Picls leads with 10 first places, nine second places, and six third places. Hamm's score 
is eight first places, nine second places, and six third places. Maypo comes next with three 
first places, four second places, and two third places. 

SPONSOR-SCOPE polled a hatch of admen on the reasons beers come out so high 
in the voting, and the consensus was: (]) heers have a lot of money to spend on com- 
mercials; (2) the product's image lends itself to freedom of imagination in creating 
a mood of relaxation and fun. Hence the beer blurb can entertain as well as sell. 

TTere's an oportnnfty for tv stations to rustle up some business for themselves. 

The Asphalt Institute is making available to paving contractors — those specializ- 
ing in home and husiness johs — some cartoon commercials for use on local stations. 

The commercials, turned out through Marschalk & Pratt, come free to those contrac- 
tors interested in sponsoring them locally. Provision is made in the length of the films 
for the local-end announcement via slides. 

(This operation is separate from the one that the Institute does on radio in behalf of 
state highway paving contractors.) 



Postscript to last week's SPONSOR-SCOPE item about two automotives that 
gave NBC Radio schedule orders, conditional upon their winning the Mohilgas Economy Run. 

One order fell by the wayside. The other, from Rambler, wound up with the use 
of 9t spots over the past weekend. Average: a commercial every 15 minutes of 
Monitor. 
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SPONSOR-SCOPE continued 

Watch for the tv networks to put out a lot more dollars during tin; next year 
in measuring the sales effectiveness of the medium. 

You'll he seeing many a study relating to individual products in such areas as audi- 
ence composition, Sponsor identification, and use and ownership of tin; sponsor's 
product. 

There's a good reason for building up rases of impact on homes reached: As an answer 
when agencies or advertiser ask for justification of costs. 

The signs point to record hillings for tv next season even from the durables. 

And that's exclusive of the automotives, which scein easily headed for the SlOO-inil- 
lion-mark (see 11 April SPONSOR-SCOPE). Also the home appliances. 

Among the aluminums, hoth Alcoa ($3.3 million) and Kaiser ($6 million) are set, 
and Reynolds is still shopping around for a nighttime home other than Disney Presents. 

U.S. Steel has committed itself for another year. LOK will spend at least SI million, 
and Johns-Man ville (JWT) is due hack in tv after a prolonged absence. 

General Motors' United Motor Service and Delco Kemy divisions have broken 
with Lowell Thomas on the radio front (CHS) as well as tv. 

One probable reason: Thomas didn't extend the promotional cooperation that had 
been expected from him in connection with the travelog specials this season. 

With A.C. Sparkplugs as a third sponsor, USM and Delco will go IVBC TV next 
season in eight Art Carney specials costing about S3.5 million in time and talent. Camp- 
bell-Ewald and D. P. Brother will he the agencies. 



Lever will he spending over S500.000 in time and talent a week for nighttime 
network tv this fall. 

In terms of alternate half-hours it will be nine per week as compared with eight 
for the 1958-59 season. There's also a good possibility of still another alternate half-hour 
being added. 

Network-wise, the nine alternate half-hours (constituting seven different programs) are 
allocated six to CBS TV and three to NBC TV. 



The eosl-per«l,OOOdiomes-per-eoinmercial-iuinute on nighttime network tv still 
keeps coming down, a comparison of January-February NRl's for 1959 and 1958 shows. 

These average CPMPCMs cover programing between 6 p.m. and 1 1 p.m. over 
seven davs: 



NETWORK 


J AN.- FEB. 19.)9 


JAN.-FEB. 19oP> 


ABC TV 


$2.66 


S2.86 


CBS TV 


2.93 


2.97 


NBC TV 


3.43 


3.27 


3-Network Average 


S3.01 


$3.05 









It may be far too soon to speculate on how the new tv network shows stack up 
from the viewpoint of impact, but there's one commentary by agency showmen 
worth noting: 

At the moment it looks as though a major cause for excitement will he found in 
the production quality of the oncoming adventure — or action — shows. 

The particular source of this excitement, say the admen, will be the background nr*- 
sic — now scored almost exclusively live, instead of borrowed from canned libra- 
ries. Some of this seoring, they add, can be compared to the quality of the soundtracks in 
today's top-rank boxoffiee pictures. 



ONSOR • 18 APRIL 1959 



19 



SPONSOR-SCOPE continued 

Not that one had anything to do with the other, but ABC TV within the week (1) 
found its Rifleman posted as the top NieHen show and (2) substantially raised the 
minimum requirement for nighttime. 

Effective 60 days from 1 May an advertiser will have to spend a minimum volume of 
$80,000 gross for an hour— it's now $60,000— and $48,000 for a nighttime half- 
hour, as compared to the present base of $36,000. 

Like the Pan-American Coffee Bureau, the Tea Couneil of the U.S.A. will be pin- 
pointing its iced beverage campaign this summer at the outdoor audience. 

The Tea Council's schedule will be placed in 29 markets for 13 weeks via spot radio, 
whereas the Pan-American Bureau will have an eight-week run on NBC Radio. 

The council says it has appropriated $500,000 for summer radio. Pan Ameri- 
can's initial budget is $120,000. 

The tv networks — excepting ABC TV — moved somewhat slowly in the past 
week in lining up sponsors for the fall. 

NBC TV's big one of the week was P&G's renewal of Loretta Young but in a 
new period — Wednesday, 10:30-11 p.m. 

ABC TV's contract pinups this week were Philip Marlow, Tuesday, 9:30-10 p.m., for 
Whitehall and Brown & Williamson via Bates; half of the Wednesday night Lawrence 
Wclk Show for American Dairy (Campbell-Mithun) ; John Gunther's High Road for 
Ralston (Gardner); and half of the alternate week Bronco (Tuesday, 7:30-8) for Lig- 
gett & Myers (McCann-Erickson) . 

Including a couple of options (among them P&G and the Alaskans), ABC TV looks at 
least 75% sold out for the fall. 

Marschalk & Pratt, a subsidiary of McCann-Erickson, in pursuing new business 
will emphasize a plus-feature in a^euey services. 

The goal will he accounts in the $500.000-$1.000,000 brackets, and the big selling angle 
will be this: Product groups at M&P will have available gratis at the planning stage spe- 
cialists in kindred held* from MeCann's other subsidiaries — Market Planning Corp., 
Sales Communications. Inc.. and Communications Counselors, Inc. 

In other words, these experts in marketing, merchandising, promotion, research, sales meet- 
ings, and public relations will be handy for group heads when a client's over-all cam- 
paign is being laid out. (Extra services of MPC, SCI, and CCI will, of course, be another 
matter.) 

An agency conjuring this week with the two-pronged question of 1) buying an 
established variety show, or 2) a minute each in three network action shows for 
about the same money, came up with this interesting statistical paradox: 

The variety show would deliver but a third of the cumulative audience of the 
three action shows, hut the sponsor identification of the variety show would be propor- 
tionately twice as much as the action trio. 

The comparison in terms of weekly return worked as follows: 

SPONSORSHIP ri'Ml IATIVI-: HOMES REACHED SPONSOR I.D. HOMES 

Variety show (M> lir.) 8.621,000 5,750,000 

3 participation minutes 2^.500,000 6,75iU)00 

P.S.: The agency recommended the variety show to the sponsor in question. 

For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Spot Huys. page 50; News and Idea Wrap-Up, page 62; Washington Week, page 57: sponsor 
Hears, page 60; Tv and Radio Newsmakers, page 71; and Film-Scope, page 58. 
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KPRC-TV 

HOUSTON, TEXAS 



f all stations were as fresh as this little rascal you could buy 'em blindfolded. But, they 
iren't! That's why smart buyers always ask for KPRC-TV. You see the station add its 
)wn personality, so you know it has to be fresh — 100 r 7 fresh. Makes sense, doesn't it? You're 
ilways sure with KPRC-TV, the low charge Houston TV station with everything — quality, 
iependability, long life . . . extra sales at no extra cost. 

>P0T AND PROGRAM AVAILABILITIES FOR ALL PRODUCTS . . . PRICES GOOD ALL OVER THE UNITED STATES 



EPRESE\ TED \ tTIO\ UAA H\ FDK tftl) RETR) & CO. 



m KPRC-TV S3 

' HOUSTON, TEXAS _ 
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now to sell 



■ 




for you 

LOCALLY 

MISS 
FRANCES 

and 

DING 

DONG 
SCHOOL 

FIRST RUN 
BRAND-NEW 




Wire or phone today, 



INDEPENDENT TELEVISION CORPORATION 

488 MADISON AVENUE • NEW YORK 22 • PLaza 5-2100 




Squeegee, star of the BIG 9 Circus, 
received mail from more Ihon 100 
lawns in Ihe KWTV Community, over 
an S month period . . . represent- 
ing requests to appear an his show, 
and resulted in mare than 10,000 
youngsters coming la the studios of 
KWTV. Proof of KWTV's Community 
Coverage! 





See your 
PETRYman 




THINGS ARE 



POPPING 



Toes tapping. Fingers snapping/it'^ llic bouncy new sound 
of WBZ, sparked by the greatest collection of deejays in 
all lScw England. Popular music for everybody . . .a fine 
mix of current pops, great standards of all time, and tomor- 
row's bits. And there's more. Fresh, lively news coverage. 
New, tight program lineup. It's got the town buzzing - the 
ratings jumping, it's the sound of Boston's Most Popular 
Station. 

/,•./,»<.«'>!.</ hi I'C.W 



ii an* 

ladisot? 



Sweet smell of spring 

Your article in the Fcbrnan 14th is- 
sue "Spot Hadio Needs New Prestige 
With Sponsor/ ' > truck home very 
hard here at \\ I'KN. The recommen- 
dation sou make to broadcasters urg- 
ing them to establish thenwlves a? 
the number one community medium 
includes mam item* \Vhich are stand- 
ard fare here at WPEV 

We sincere!} feel that quality is the 
answer to the future of radio. We 
know there are man} among the top 
national ad\ ertiscrs w ho do consid 
er the qualitative image, hut being 
realistic we feel that the qualitative 
hnaue is so much sound and furv 
and when the t hips are down the 
great hulk of national spot i> bought 
1m the numbers. 

We think man} broadcasters who 
sincerely want to le\el up their oper- 
ation would do so if they know that 
the likel} drop in ratings would not 
be followed automatically by a drop 
in national billings. 

We propose that we stop kidding 
ourselves and either pla} the num- 
ber* game and admit it or really bark 
up our proud claims of heinsr quabtv 
eon^tious. If advertisers show con- 
crete faith in qualitatise radio then 
we are certain that broadcasters will 
once again show the courage, inven- 
livemv*. and showmanship they havr 
so often disphncd through radio- 
histoid . 

Wm. K. Caske\ 

Exee. v.ih. tt'PEX & 11 PEX-FV 
Philadelphia 




Kraft commentary 

\our "( jmnnereial Connnenlan in 
the 2o March is>ue is one of the 
finest expressions of our electronic 
philo-oph} that it ha- e\er been ni\ 
pri\ilcge to read. Vnd it is much ap- 
preciated, particular!} in light of tin' 
fact that it comes from an unbiased 
source. 

1 base circulated the article to the 
Westhl £ homk? Broadcastin S Couipkiny, Inc. ^ e\ecnti\es of this company and 

( Please turn to page 2o) 
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"The one hope of every parent of a deaf child is 
for the public to know and understand their handicap. 
WSR-TV gave us an answer to that hope Sunday/' 
So~\vrote the mother of a little student at Atlanta's 
Junior League School for Speech Correction after 
seeing WSR-TV's presentation of si A Sound Life". In an 
entertaining way this dramatic documentary showed how 
deaf children are being taught that they have voices — 
and how to use them. The film was written and 
produced by the WSB-TV staff, and shot at the school. 
Responsible, imaginative programming in the 
public interest has earned heart -warming rewards for 
WSR-TV. And for this station's advertisers also. 

Atlanta's wsb/tv 

Affiliated irith The Atlanta Journal and Constitution XBC affiliate Represented by Perry 



AfSB-TV viewers 
watch as 
a deaf child 
learns to speak 
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Acclaimed 




Frank H. Mcintosh 
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"A magnificent new WLW-AM transmission 
system, developed by Crosley Broadcasting 
engineers, has made \VL\V Radio unquestion- 
ablythe World's Highest Fidelity RadioStation! 
The revolutionary new broadcasting develop- 
ment now puts WLW-AM transmission on a 
par with FM in high fidelity . . . providing a 
perfect illusion of live performance with a 
sound range from the softest pianissimo to the 
loudest crescendo/' 

This distinction was confirmed in a test made 



by Frank H. Mcintosh Laboratory, Bingha' 
ton, N. Y.— the world's leading independc 
radio and high-fidelity transmission expert 
This highest fidelity transmission will inere; 
the WLW Radio audience even more- 
audience which for years has ranked amo 
the top 10 of over 3,200 Radio Stations 
America. 

The result of 3 years of work and Wof amillij 
dollars, it's another in Crosley *s long line 
distinguished contributions lo the broadcast ; 



SPONSOR 



i8 april vy 



■miiB|^^i^miim 

rum " t iMinm 




m,m 

■mini iiw - - . Hi 

■■■■■HA Jb Ik— 



■■■■■■■■^■1 « Jl lHllllllll 



IlinJI 



world's highest fidelity radio station 

?ith audience among top 10 in America ! 



ustry, and provides finest commercial clarity 

advertisers' commercials! 
^d it's another crescendo for "subscribers/* 
1 7 your WLW representative . . . you 11 be 
Ttf you did! 

Nwork Affiliations: NBC, ABC. 

S s Offices: New York, Cincinnati, Chicago, Cleveland 

s Representatives: Tracy Moore & Associates— Los 
sles, San Francisco; Bomar Lowrance & Associates, 
—Atlanta, Dallas 

Csley Broadcasting Corporation 
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world f s highest fidelity station 




CAPTIVE MARKET 



KPQ'S 12 COUNTY 
CAPTIVE MARKET 
IS SURROUNDED 
BY MOUNTAINS . . • 
A separate and distinct 
market from Seattle 
or Spokane, 
KPQ GETS RESULTS . . . 

2 TO 1 

KPQ is prepared to back 
that claim with 
MONEY ON THE LINE! 
(In Five Years, No Takers) 




MTV 3'* 



5000 W 
560 KC 



KPQ 



WENATCHEE, WASHINGTON 



Porllond & Seoltle Reps. 
Art Moore & Associate* 

National Reps. 
Weed & Co. 



49th & MADISON 

{Cont'd from page 24) 

at I he suggestion of oui Marketing 
Director, wo arc having it leprodueed 
in its (Miliret\ for distribution to our 
-ale- and marketing force, numbering 
in excels of 2.000, 

\uu are indeed correct in why we 
-elected Fern Como for our forth- 
coming seasons, This acquisition was 
not easy to come by— hut when all 
the Miioke ha> cleared hero, we think 
ho will ha\e attained the high quality 
entertainment which ha? been char- 
acteristic of K raffs broadcasting 

Mnce urn. 

\gain. lhanks for saying what 1 
believe we could not have said better. 

Robert A. Da\is 
gen. advtg. mgr. 
Kraft Foods. 
Chicago 

Keep giving 'em hell 
"Build Thee More Stately Mansions'' 
I Commercial Commentary, 17 Janu- 
ary. 1050, j). 10 1 is one of the most 
inspiring pieces Fve ever read in de- 
fence of good taste in ad\ ertising- - 
good taste being no mure and no left 
than simply good judgment. 

B\ spotlighting the pits that the 
petroleum and drug industries have 
dug for themselves— and the resulting 
criticism that all advertising reaps- 
von are performing a >en ice of great 
consequence for this business we're in. 
1 hope \ou'll keep "ghing 'em hell!" 
AlFiegel 

p.p., Ackerman Assoc., Inc. 
Oklahoma City, OMa. 

That hound again! 

Film-Scope of 2«5 March refers to 
llucUeherry Hound as "the only ear- 
toon scries to have been fully created 
and produced expressly for t\ . 

M'mhly Manfred, the Wonder Dog. 
growl- thai his pal 'Torn Terrific" 
was on It ihvh on the Captain Kan- 
garoo show when lluck was just a pup. 

Gene Dcitch. creator, designer, di- 
rector and producer of 1<»'2 episodes 
of ''Tom Terrific" at Men) loons. i> 
now producing commercial and en- 
tertainment cartoons under his own 
| banner at Gene Dcitch Assoc. 

\ George Dryfoos 

Cena Deitch . tssoc. 
Vc/c York 

• 1„ .p.-akum ..f a "*vri*«r SCONSOH In. 
trndfil t«» r.f.r only l« IniIMiour |iri«er ; .iii* 
,»r.-M-n!««l inidfr th.-fr i»« it nnmo. TImtc, of 
n.nr-r, ht-vn mnm riirtonn- ni»«li« **>r t% 

„„,! .fin. ,,r«-H,-iU«Ml ns fraiiin-, on. »r M-pturiit* 




home of great '59's... 
set for a record '59 

Two great car* for '59. BUICK 
and CHEVROLET, mean great 
thin^> right now for thU World's 
largest General Motors plant city. 
ThtVre made in Flint ... and 
Wked-np by AC Spark Plug, 
Fisher Body, and Ternstedt . . . 
all going full -peed. Sell this big. 
rich market . . . and all of 
Northeast Michigan, too ... on 
W F 1) F. 

NBC affiliate . . . 910 on the dial 
Represented nationally by 

the KATZ AGENCY 
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IN ROANOKE 




LOVES 



WROV 




CORDON FOODS 

P. O. Box 1 54 1 - Roanoke, Virginia 



PAT f O IMIIN l*+ • » 
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J ICOT T IKOM im V Pat • 
W D CO* DON V Pal* 
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February 17, 1959 



Mr. Burt Lcvine 
UROV Radio 

15th & Cleveland Avenue 
Roanoke, Virginia 

Dear Burt : 

We all like to share good news... and today's good news for us 
here at Gordon Foods, which you know is a division of Sunshine Biacuits, 
Inc., is the knowledge that our Roanoke Branch has just been awarded 
the first President's Cup in the Company's history. We are especially 
proud of this achievement since Gordon's is one of the country's largest 
manufacturers of potato chips and snack foods and we had to compete for 
this honor with the other branches in Atlanta, Louisville, Nashville, 
Birmingham, Cincinnati , Memphis , and Norfolk . 



We sincerely believe that our radio advertising on WROV and the 
personal interest your salesman and your air personalities ... (I shoulc 
say " our " personalities) .» .have given us, are major contributions tow£ 
our winning this award. 

It isn't often that we can find a personality so sLrong in salt 
^ability and showmanship as your "Jackson" has been for us. Your staff 
has been particularly helpful in merchandising Gordon's into your many 
popular remote broadcasta and in helping us gain valuable shelf space in 
key stores. All this adds up to increased sales, and we are happy to 
give your station credit for it.' — ■^^^mm—mm—bmmmbmmm 

It's better than 18 months since you sold us on your Sock Hop with 
Jackson, and we are pleased, indeed, to renew our participation in this 
weekly live program for another 52 weeka. We hope we can continue to 
count on your aid and personal interest to help us win the President's 
Cup the next two years, after which it becomes ours for good. We'll all 
celebrate , then! 

Cordially, 
GORDON FOODS 

Ashton C. j^dd 

ACR:lh Branch Manager 



POTATO C*JP» 



•ALT 10 PIAMTI 



FtAJHTT •ITTTtft lAMOWKMrS 
UU.I.UIW - CAM 



At— OTTO HUT HEAT* 
D POTATO mCH 



CAJCU • COCMUTt 
KOKHAMHS1 
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Use these WROV personalities and 
ROANOKE will love you! 

KEN TANNER • BARBARA FELTON 
JERRY JOYNES • JIVIN' JACKSON 



WROV 



ROANOKE, VIRGINIA 

Hurt Le-vine, President 
Represented by Jack Masta & Co., 
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Now Everyone Knows! 



-For nearly 10 years the folks in WGOO 
Television's fi8-eounty coverage area have 
known first-hand the outstanding news- 
easts presented 57 times each week by the 
Northwest's most popular television station. 

Now, iveryhody knows of WVOO Tele- 
vision's top news coverage. For WCCO 
Television has been named "Newsfdm Sta- 
tion of the Year" in the world's largest com- 
petition for photo-journalism — sponsored 
jointly by the National Press Photograph- 
ers' Association, Encyclopedia Britannica, 
and the University of Missouri. 

This beautiful plaque will be placed proud- 
ly next to the award \V(VO Television 
received in 19aTi as the ''Outstanding Tele- 
vision News Operation of the United States 
and Canada" from the National Association 



of Radio and Television News Directors. 

There's another award we treasure, too. 
It's the oik 1 WCCO Television wins from the 
7^4,800 Minnesota-Wisconsin viewing fami- 
lies every month. AHH, for example, has 
reported WUUO Television with the lion's 
share of sets-in-use, sign-on to sign-otT every 
day, for 11 of the past 45 months. 

It is for honors such as these that WCCO 
Television is known throughout the North- 
west as the champion station for viewing, 
and the champion station for selling. And 
now, everybody knows. 



Ncwsfilm Station of the Year 



WCCO Television 

CHANNEL 

MINNEAPOLIS • ST. PAUL 

Represented by Peters, Griffin, Woodward, Inc 
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1R SENIOR MANAGEMENT includes (t to r) John C. Maddox, senior v.p., corporate services (research, merchandising and p.r.); Arthur E. 
1 ram, senior v,p., tv/radio; John C. Williams, senior v.p., development; Robert E. Allen, president; and Charles M. Skade, senior v.p., adminis- 
Itive. The agency ranks 21st in size, has nearly 500 employees, about 185 of whom own the stock. Average age of exec staff is 43 



* A "blue chip" agency with many non-impulse products could find tv a problem 

* Instead, Fuller & Smith & Ross invented a formula, hills S10 million in air 



fiflwn advertising agencies t down to play what 
JSC TV's Ollie Treyz eall< "tlu k tv game/* it would 
p hard to find a player with a more sure-fire sys- 
m than Fuller & Smith & Koss. lne. FSK may go 

the table with smaller stake.- than some (about 
- r r of its S i I million annual billing> goes to tv 
id radio), but it eomc* awav a consistent winner. 

ie key to the FSK *\*\>tem" lies in a dynamic 
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approach coupled with a belief that both tv and 
radio have a lot more to offer than circulation. 

Here are the elements of an FSK tv campaign, 
in order of their importance: 

1. The commercial. It nuM motivate. 

2. Program*- influ nee on the viewing of the 
eonune reial. 

3. Merchandi-eability of the total plan — com- 



niereial and program combined. Does 
it excite the local dealer f 

I. keeping program and talent 
riMs under control. 

>. P rog r a in jmpnlarih . Giv en 
proper facilities support, is the show- 
getting the required audience*.? 

6. i!oM -per- 1.000. 

7. Research- on e\ er> thing. 
That cost-per- 1.000 falls into fixtli 

position while niercliandiseahilitj i* 
high on the liM is indicative of the 
imagination that has marked FSIVs 
air media strategy. Founded in 1007 
hy Hairy Dwiglit Smith, known for 
27 \cars as Fuller & Smith (there 
hasn't been a Smith. Fuller or Ross 
around for two decades), the agencr 
could, h) the advent of t\. hare found 
some excuse to lapse into static senil- 
ity. Its long-established image was 
4 *hea\ both hy tire nature uf its 
accounts (no soaps, foods, tobaccos) 
and its media use; for 16 rears', it has 
ranked first, second or third in busi- 
ne*> publication advertising. Adding 
to the ponderous atmosphere was the 
tremendous solidity of the firm; FSR 
is one of onl) 17 agencies in the U.S. 
rated AAA! by Dun & Hradstreet. 
Its total assets are in excess of $4 
million. FSR has been, as are man) 



of its accounts [ \leoa. Hercules Pow- 
der, Libbe\ -Owens-Ford. Westing- 
hou>e, CI. T.. Sherwin-Williams, etc.) 
a "blue chip - an enviable position, 
to be sure, but one that suggests 
something closer to institutional bank- 
ing than to show business. It is 
doubtful that many in the advertising 
industry along about ll>oO would 
have bet that FSR or its non-impulse 
product clients would one day be- 
come a force in tv and radio. 

"Tv was forced upon us. " sa\s Ar- 
thur F. Duram. senior vice president 
in charge of radio and tv. ''We bad 
to give \our clients the benefit of this 
new medium, but we also knew we 
had to tailor our use of the medium 
to meet our clients' rather special 
needs. v Since many of the clients 
never come into direct contact with 
their ultimate consumers, hut rather 
supplies their products to manufac- 
turers of finished goods, the need* 
were indeed special. 

FSR set out tu lick the problem. 
The) licked it by a blending of show- 
manship w i tli merchandising. The) 
licked it bv the acquisition of foung. 
creative personnel (average age of 
executive staff is l'>) reflected in the 
coming of Robert Mien as president 



in 1955. The\ licked it with a dj 
namie approach that makes every ai 
media campaign a complete marke 
ing package. 

In the last six years, FSR has ori; 
inated major net t\ campaigns for tl 
following nationals: Alcoa, Libbe* 
Owens-Ford. Sherwin-Williams Pair 
Westinghouse. Owens Corning Fibe 
gla^. Commercial Sob cuts Corp.. Ed 
son Electric Institute, America 
Greeting Cards. Rolex Cameras, Weai 
Ever utensils, Sterling Silversmitr 
Guild, Waring Blemlors. For the fo 
lowing accounts, it has bandied m 
radio or regional spot radio/tv can 
paigns: Universal C.I.T.. Pan-Amer 
can Coffee Rureau. Sterling Silvei 
smiths. Gulistan Carpets. Ruberoic 
Hercules Powder. Detroit Steel Proc 
nets f Fenestra) . 

* 4 lt's all very well to create cor 
sumer desire." says Duram. "but yo 
must also get the local dealer on you 
team." How FSR accomplishes thi 
is demonstrated by the chart showin 
what was done on an Alcoa campaig 
for motor boats. 

It has paid off handsomely for th 
agency. 1 n 1950. its billings wer 
$25,-1 million: last year they wer 
{Please turn to page 16) 
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TYPICAL FSR PACKAGE OF "DYNAMICS" FOR ALCOA 



October 15th _ 
November 19th 
October \ 
November > 
December ^ 
January 12-16 

January 16 
January 17 
January 18 
February 2-6 
February 7 
February 8 
In Spring 



Direct mail to drains and customers (by Alcoa and SBC) 
Closed circuit sales meeting (by Alcoa and SBC) 

Trade advertisements appear. More direct mail. 
Calls on dealers by SBC personnel 

Promotional spots on XBC Radio network — 3 or I a day 
lO-minute spectacular from Xeic York Boat Show 
11 five-minute vignettes (commercials and dealer tie-ins) 
10 fire-minute vignettes (commercials and dealer tie-ins) 
Promotional spots (Chicago Boat Show) on SBC Radio net 
Id five-minute vignettes (commercials and dealer tie-ins) 
I I fve-rninute vignettes (commercials and dealer tie-ins) 
Tv commercial on Ueoa Thraltv 



' J >2 
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NEXT FALL'S NETWORK TV SHOWS: NEW AND OLD 



NO. OF NEW SHOWS NO. OF CURRENT SHOWS 

NEXT FALL NEXT FALL 



SHOW TYPE 


'59-'60 
Total 


ABC 


CBS 


NBC 


ABC 


CBS 


NBC 


WKSTKKN 


2l\ 


1 


1 


1 


i 


r> 


1. 


SIT. COMKDY 


20 


> 


1 


3 


5 




2 


JIYSTKKY 


I I 


I 


2 


2 


1 


i 


1 


DRAMA 


\:\ 


1 


2 


1 


1 


G 


2 


MUSIC- VAK. 


12 


1 




1 


1 


1 


5 


ADYEXTUKE 


1 1 


4 


3 


2 


I 


1 




I'ANKI, 


10 








1 


5 




SPOUTS 


5 


2 




1 


1 




I 


COMKDY 


2 










2 




DOCUMENTAKY 


;\ 


1 


1 


1 


1 


1 


1 


SO T SET 


2 






2 









■ 

]'v nets launch big show shakeup 



¥ A third of next season's shows will he new, with 
■Is scrambling for nighttime aiulieuee domination 

* There's u big gain in 60-niinute lengths, mystery- 
liventure themes, plus new stress on show quality 



I 



lie biggest program shakeup in 
ork tv history is taking place 
spring in preparation for a full 
*«jon which will see the three nets 
aling it out in a single arena: the 
|'v itself. 

low tlial ABC has lined up sta- 
»s and audience for a more e\en 
u 4i with its opponents. CBS and 
. all three networks are rustling 
^mcl in an effort to nail down pro- 
as and nighttime blocks, 
hey re developing new format> 
inno\alions on old ones; elimi- 
ng non-productive shows and ex- 
ling 30-m inute successes to an 



hour: cross-cutting and switching 
this season V favorite shows to other 
times and night? to bolster antici- 
pated audience.*. 

All in all. network programed are 
whipping up enthusiasm and stock- 
piling ammunition for what ob- 
servers expect lo be a knock-down- 
d rag-out fight for nighttime domi- 
nance. 

More than a third of all the shows 
on the air this fall will be new ones. 
Many will be new in concept. Some 
will take an old concept and freshen 
it up with new angles and ap- 
proaches. Hut the newest element - 
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now that the battle iuvoh cs three 
ui4 no e\ enl\ matched opponents- is 
an inlen>e concent ration on qualil\ 

qualil\ iu plot, w riling, easting 
and production. The new >how> are 
adding what net w ork people call 
subtlety or Miphi>ticalion or d< pth. 

SPONSOR >nrve\ed the networks 
this past fortnight to determine the 
exact dav-hv-da\ rundown on shows 
for next fall. Surprisingly, most of 
the nights and hours are solidlv 
locked ii]) though there will of eour*e 
be inan\ re\ ision* before the fall 
starting dates. Here an* some of the 
highlight findings I full details appear 
in charts on next two pages). 

• Of 115 programs now on the 
books Nome tentathe. >ome firm). 
4H will be aired for the fir>t time. 
The total >ho\\ breakdown: \BC, M7 : 
CBS. 12: NBC. 31. 

• There's a marked trend bark lo 
the hour-long program, with some 
current half-hour \ersion* being ex- 

33 



HERE'S WHAT THE NETWORKS WILL OFFER NEXT FALL. 



SUNDAY 



MONDAY 



TUESDAY 



N — No network programing. 

Source: SPONSOR survey of networks. 



panded to 00 minutes and others 
serapped entirely for a new and 
longer replacement. Ihere'll be 30 
sliou^ next season our hour or longer 
and of these 13 are new seven on 
\I>C. two on ( US and six on \BC 
* there are seven at C1>S now on the 
air. four each at the other lie!*). 

• Higgetl f*ain> b\ program I y pc 
indi< ate eonl inning popularity for 
situation eoinedies, with nine new* 
programs of this format; \\ estcrns, 



7:00 


You 
Asked 
For It 


Lassie 


Trace 
Hunter 
















7:30 


Maverick 


Wonderful 
World of 
Little 
Julius 


i 


Cheyenne 


Name 
That 
Tune 


Bat 

Masterson 
or 

Mystery 

-rA\J VClll UrV 


Open 


Destination 
Space 


River 
Boat 


Confer 
ol 

WiJ 




~ T 






~r 








i 


i 




8:00 




Ed 
Sullivan 


Edge 
of the 
Jungle 




The 
Texan 




Sugarfoot 






Ga 

Sta 


8:30 


Law Man 


i 


~ r 


Bourbon 
Street 
Beat 


Father 
Knows 
Best 


Wells 
Fargo 


Wyatt 
Earp 


Many 
Loves 

of 
Dobie 
Gillis 


Wichita 
Town 


On 
Han 


9:00 


Colt .45 


G. E. 
Theatre 


Dinah 
Shore 




Danny 
Thomas 


Peter 
Gunn 


The 
Rifleman 


Peck's 
Bad 
Girl 


Arthur 
Murray 
Party 


- 

Diarr 
He 


9:30 


The 
Alaskans 


Alfred 
Hitchcock 
Presents 


i 


Adventure 
in 

Paradise 


Ann 
Sothern 


Alco a 
Theatre 
& 

Goodyear 
Anthology 
(alt. weeks) 


Action- 
Adventure 


Red 
Skelton 


Ford 
Hour 


J 

1 


10:00 


i 


Jack Benny 
& George 
Gobel 
(alt. weeks) 


LoreHa 
Young 


i 


Hennessey 


Steve 
Allen 


Alcoa 
Presents 


Garry 
Moore 


1 


Fig 














i 




i 






10:30 


Meet 
McGra w 


What's My 
Line? 


N 




June 
Allyson 








N 





six. mvstei\ -deleelhe. eight, and ad- 
venture, nine. Ml told, there'll he 23 
Western^ on the schedules. 20 situa- 
tion eoinedies and 1 1 ad\ enture 
series. 

• Westerns are heing balaneed 
with "easterns'," or with what might 
he termed more sophisticated story 
linos concerned with the psycho in 
contrast with the saddle. 

• There seems to he a better pro- 
gram spread among the networks 



both horizontally and vertically. On 
notable pattern: to program entirel 
different program types opposite eac 
other in an effort to reaeh broad ai 
diences with different tastes (Sin 
day. < n >:30 p.m.— AUG, Law Man 
CBS. Ed Sullivan: NHC, Edge of lh 
Jungle) . 

• Chink-filling early in the se; 
son leaves few open time periods. / 
press time. AUG has two half-liou) 
unfilled: CIJS. one one-hour perioc 
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THE 43 NEW SHOWS ARE SHOWN IN WHITE BLOCKS. 

BJNESDAY THURSDAY KKIDAY SATUKDAY 



Jubilee 
U.S.A. 



eup 



do* 



Wagon 
Train 



The Price 
Is Right 



Perry 
Como 



This Is 
Your Life 



Situation 
Comedy 



Donna 
Reed 



The Real 
McCoys 



Pat 
Boone 



World 

of 
Talent 



The 
Fat Man 



To Tell 
The Truth 



December 
Bride 



Derringer 



Zane Grey 
Theatre 



Playhouse 90 
& Biography 
(alt. weeks) 



Lars 



Love 
and 
Marriage 



Bachelor 
Father 



Ernie 
Ford 



You Bet 
Your Life 



Open 



Walt Disney 
Presents 



Tombstone 
Territory 



77 Sunset 
Strip 



Robert 
Taylor's 
Detectives 



Rawhide 



Dennis 
The Menace 



Desflu 
Playhouse 



Twilight 
Zone 



Person 

to 
Person 



Panel Show 
or 

Space Show 



People 
Are Funny 



Fibber 
McGee 
& Molly 



Open 



Black 
Cat 



Cavalcade 
of Sports 
and Jackpot 
Bowling 



Dick 
Clark 



High 
Road 



Leave 
It To 
Beaver 



Lawrence 
Welic 



Major 
Sports 
Events 



Perry 
Mason 



Bonan 



Wanted: 

Dead 
Or Alive 



Blue 
Men 



Have Gun; 
Will Travel 



Gunsmoke 



Markham 



Johnny 
Staccato 



Barbara 
Stanwyck 



Jeopardy 



Lawless 
Years 



(\BC. a lone hour >lot and three half- 
pour segment*. 

\BC T\ *> \ iee president for pro- 
graming and talent, Thomas Moore, 
pomments happih on hi* network'* 
-tate of "being loeked up." 

"Were in fine shape. 2So\v we 
know exactly where were going.'' 
We figures he"* "going" toward bigger 
and better audiences and the kind of 
ratings which will put the network 
in solid No. 2 spot. lie s particularly 
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enthusiastic about the new popularity 
of the hour-long format because "this 
gb e? us more time to develop char- 
acter and plot- and make> for a better 
increment of entertainment.'' 

His M)C 1 V counterpart agree?. 
Mian 1). Courtney, vice president in 
charge of nighttime programs, see^ 
the longer time span a> an opportu- 
nity for t\ programers to compete 
with the best motion pictures a> well 
a> with other nets* t\ offerings. 



"We're working for a totality of 
programing," sa\F Mr. Courtney, 
"ami we re developing longer shows 
a> w ell a* better one* to reach all 
areas of public interest, \\ ith more 
time, we can ha\ e a better quality 
production and more *ophi>ticated or 
complicated plots which get down to 
what people are really thinking and 
feeling about." 

From tin- thinking emerges plot 
I Please turn to page 54 
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SCREEN GEMS' SECRET WEAPON: 

^ 10-year rise of tv film company can he traced to Ralph Colnrs unique organization 




BRAINS TRUST in plans talks with president Ralph Cohn includes v,p.'s John Mitchell (left), Jerome Hyams (rear) and Burton Hanft (right) 



I en years ago thi* week a oO-page 
] cporl on a new indn.-tn wa- pi e- 
sented by a -on to In- father. The 
philosopln behind the report, the new 
i iid nst 1 \ . and the family tit* -nb-e- 
quentl\ have produced a giant op- 
nation in \irtnall\ even fa< et of that 
indnsti ) » 

The family wa- one of old dine 
names in the entertainment business: 
brothers Jack and Han> Cohn, co- 
founder* of ( olumhia Pictures, and 
reporl-wiitel Kalph M. Colin (Jack's 
son), then in hi- earh thirties, '1 he 
new indu-ti\ wa- tv. which at that 
thin had not even aeoinpli-hed its 



first eoa-t-to-eoast netuoik. and which 
was nothing moie than an annoying 
question mark to many in the motion 
picture l>nsino.-s. The philosophy 
that Kalph Colin m\\ orated wa* to 
put Columbia Pictures into television 
on the ground floor. Thus Screen 
Gems' was created in \pril 1019 with 
the young enthusiast as general man- 
ager. 

l*ut Cohn didn't pla> it wildly. 
While h< wanted to get into produc- 
tion and distribution for tv a- soon 
ii- possible, he didn't set* the sen-e 
of risking any major mo\e until the 
market was read) to support it. Con- 



sequent!}. Screen Gems entered the 
commercial* production field, and 
fiom 1019 to 1931 made 200 com- 
mercials but nothing else. The new 
television eompain was gaining ex- 
perience in v ideo's special require- 
ments which would he useful when 
the light time arrived. The blueprint 
was abeady etched to give Columbia 
Pictures a tv wedge into as mam 
areas as possible in film making and 
selling. 

The lack of just such a plan was to 
force other motion picture companies 
to get into tv later out of sheer neees- 
.-it\ rather than choice. The Columbia 
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ORGANIZATION 



htterns, say most industry observers 





SIMULTANEOUS sales operations in two areas have Robert Seidelman 
(above, left) working out syndication tactics with Jerome Hyams 
and Norman Gluclc while John Mitchell (below, center) maps fall 
network strategy with account men Carroll Bagley and George Hanlcoff 



SALES PROMOTION session of syndicated SroJteour (above) 
brings together Pierre Marquis, Irv Klein and eastern sales- 
man Ben Colman. Below, a new film episode gets final cuts 





NEW PROGRAMS for fall include The Secret Life of Jomes Thurber, 
previewed (below) by humorist Thurber, center, and his wife, right 



Pictures-Screen Gem's continuity was 
to be \irtualh the onl\ exception to 
one of the most drastic business 
blunders of the centun : the mass 
failure of Holh wood to grasp at the 
right time the implications of tv in 
film entertainment. 

Slowh and steadily the Screen 
Gems blueprint became reality. By 
1952, network production began with 
dramatic film program* such as Ford 
Theater. Screen Gems has remained 
a leading supplier, producing and 
selling its own network film fare 
ever since. In 1954. Screen Gems 
jumped into international tv film 
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sales, capitalizing on the additional 
revenue potential of its film product 
abroad. Today, il is one of the two 
loj> factor? in overseas film sales. 
Two \ears lalei . \ { )5(>. Screen Gems 
ac(]iiired llygo-l nil\ . a distributor 
of feature films, and made the hack- 
log of Columbia. I niversal, and other 
studios a\ailahle to stations. The 
Screen Gems catalog of feature films 
currently consists of more than 000 
picture*, probably the larger of an\ 
of the distributors. 

Last year. Screen Gems' went into 
a fourth major area of t\ film activ- 
ity by producing programs for .syn- 
dication. \ separate staff to create 
and produce shows for this purpose 
\\u< set up: il is expected to he fnlh 
operational by the 1950-60 reason. 
This February, phase 1 \o. 5 of tlie 
blueprint unfolded with the acquisi- 
tion of Elliot. I ngcr & Elliott, the 
high-fashion East ("oast commercials 
producer. 

Right now Screen Genu is ready- 
ing itself for the growth of video 
tape as Project \o. 6. One of the 
mothe* behind the merger with El- 
liot. L uger & Elliot was to invest in 
a going company with an established 
reputation for *'live M style photo- 
graphy and with existing tape facil- 
ities. In short, if* another case of get- 



ting in on the ground floor. Concur- 
rently a seventh phase of Screen Gems 
operations has begun acquisition 
of stations themselves. 

In all. at the end of its first decade 
t the 10th birthday celebration is 
going on this week) Screen Gems 
had assembled an organization totally 
unlike anything else in television. It 
has a horizontal line that co\ers every 
possible aspect of recorded- enter- 
tainment. 1 I he station ow nership 
plans appears to be a diversification 
and profit-making mo\e rather than 
an attempt to build an all-vertical 
empire.) In 10 years. Screen Gems 
has accomplished this: an active or- 
ganization in fi\e important areas of 
tv film — plus leadership in at least 
four of those fi\e areas. 

In terms of its successes, what is 
the lesion of Screen Gems for am 
business operation in tv? 

Ralph Cohns viewpoint is simply 
this: In order to assume continuing 
profits, yon have to apply knowledge 
of past successes to an increasingly 
changing and unpredictable future. 
"Screen Gems is like a centipede/* 
he say s. "We know that sooner or 
later some of its legs might be shot 
off. Therefore, we must be sure 1 there* 
always will be some healthy legs to 
stand on." 




MAJOR CONFERENCE of 16 Screen Gems executives hear fall plans outlined by Ralph Cohn. 
At left, John Mitchell, Bill Ffneshrtber, Norman Gluclc, Peter Keane, and Milton Klein. Rear, 
Gone Plotnilt, Steve Kranz, Burton Hanft and Benedict Berenberg. Right. Bert on Schneider, 
Jerome Hyams, Edward Justin, Henry White, Daniel Glass, Pierre Marquis, Bob Seldelman 



Meantime to some competitors th 
guiding principle of Columbia Pk 
tures-Screen Gems organization ofte 
is hastily passed off as nothing mor 
than the power of the Cohn dynastv 
Hut that's hardly the whole stop 
While the Cohn family did transm 
its knowdiow in production and sak 
from motion pictures to tv film, ortf 
a philosophy of diversification an 
preparedness can really account fc 
the spectacular growth. How di 
Screen Gems turn this trick when th 
others couldn't? 

Getting competent outside execi 
lives is one major answer. Thus i 
1956. Jerome Hyams and Robei 
Seidehnan of Hvgo-Unity came hit 
the Screen Gems organization whe 
that company was absorbed. In 195' 
William Tines briber left an KB* 
v.p. post to direct Screen Gems' ir 
ternational operations. Last yea: 
Harry Vekernian. formerly CBS v.] 
of \\ est Coast production, becann 
Screen Gems' \ .p. in charge of pn 
duclion. In 1959. Stephen Ellio 
president of Elliot. Unger & Elliot, le 
that company as a quasi-antonomoi* 
unit into the Screen Gems fold. J 1 
the same time such Universal Picture 
executives as iNornian Gluck and A 
fred Mendelsohn were brought ii 
The secret of Columbia Picture: 
Screen Gems strength over the yeaJ 
is this: a backbone of the Coh 
family at the top. with independent! 
strong and experienced executives i 
key posts. 

The Screen Gems formula for t t 
film siiecess has avoided all the pi 
falls that oho or another competik 
has had to face. Among them: ii| 
sufficient financing; premature inves' 
ment: and the dangers of ealcificatio 
at the top or the lack of a guidir 
principle in everday operations, h 
stead. Screen Gems know s it can mal 
what it has sold. Second, when necc 
^ary a network sale can be made f< 
little more than costs or even belo 
costs, in certain cases because the* 
are the additional re\cnue potentia 
of international sales and sy ndic 
lion re- runs. Third. Screen Gems h; 
not committed itself to making ai 
selling programs through a single n( 
work. Fourth. Screen Gems aims 
pro\ i« ling a "one-stop service" for a 
\ertisers. which by eliminating mi 
dlernen — promises more quality f< 
a fixed price, or cost-efficiency. 
\ Please turn to page 1-7 ) 
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HUMAN APPROACH to selling banking services is here illustrated by Wm. A. Klelmann, president of Central Bank & Trust Co., L. I. N. Y. 



IWHAT RADIO DID FOR A BANK 



^ Long Island chain finds steady use of radio ran mer- 
chandise loans and deposits, get traffic for new outlets 



I Danks in drove? have been Hocking 
lo the air media recently, producing 
a type of local and spot revenue un- 
dreamed of a few years ago. One 
such satisfied user appears in the 
picture above- complete with shirt- 
slee\es, radio microphone and script. 

W hat makes William A. Kiehnann. 
the 60-\ ear-old president of the Cen- 
tral Hank & Trust Co. of Long Island, 
X. ^ a fine example of todays 
trends is the evolution of hi* in>ti- 
tution and h\< own thinking vi>-a-\is 
radio. Specifically : 

• Central Hank & Trust has been 
adding branches rapidh itoda\"s 
husiuess cosls and opportunities make 
\olume a> important to a hank a> to 
a department store K 

• Volume quite naturally hinges 



on getiing more deposits and making 
more loans. 

• To get both, a bank has to go 
oul and >ell ilself like am bnsinesf. 

• Radio ha* pro\ ed an cfleeth e 
medium- -in I em * of eo*t. actual re- 
sults, and creating a fa \ orable im- 
pression of the institution. 

Last \ear Central Hank & Trust 
spent S*).535 lor about a (piarter of 
it> budget ) with W11LI. Hempstead. 
L. 1.. il.* fourth successive budget 
hoo.*t for that radio station. In fart, 
Kielmann's association w ith W IIL1 
dates back a do/en \ears long be- 
fore Central Hank & Trust was e\en 
in existence. 

In 1 ( ) il Kiehnann u as head of 
People" j National in Lynbrook. b. I., 
looking for a wa\ to take ad\ antase 



of the commercial and population 
growth of Nassau and >ufTolk coun- 
ties. \ musical program at 12:45 
p.m. was picked lo plug ihe institu- 
tion. 

"Clearh . people and their emo- 
tional reaction?, tow ard banking 
would b( pari of the growth of com- 
mercial hanking in the area," Kiel- 
maim sa\>. "\ bank < an t a fiord to 
mereh / e there as a coincidence. 

Kiehnann knew it w ould be an 
uphill bailie to mm incr industrial, 
business. e\ en \ illaue and school 
official*, that hi* hank dc*er\ed tin ir 
confidence ami tru*t. "\\ e had to 
dramatize our *er\ ice*." he *a\*. "\\ e 
had to create an atmosphere for 
ourscb es." 

>o he inaugni'ated The People' ^ 
Hour of Music on W11L1 and tested 
the eop\ appeals con\ eniem e. inter- 
est i ate*, package loan* that would 
ap| eal to people mm inn inlo the 
iirow hvjL area. 
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In 1 ( >5I. kiolmanu and a *iinup 
of associates obtained a national bank 
charter and opened the .National Hank 
of Great ."Seek < now Central Hank & 
Trn*t Co. I The People's Hour of 
Music title intaet went with him. 
Without missing a single broadcast, 
the commercial* switched from their 
former "established institution" feel 
to the "up and coining" appeals be- 
fitting a bank just starting out. 

Here are tin* copy appeal* he has 
tested, tilt 1 departure* from t he 
straight program schedule lie has 
used and tin 1 methods he has devised 
to gauge v fleet i\ en e*> of broadcast: 

• Loans. 20' < of the eop\ balance 
goes to this point (outweighed onh 
by a .'V ( emphasis on new depo?i- 
toi> I . kielniann emphasizes package 
loans primarily. The hnman ap- 
proach Is illustrated in the eop\ : 
"It ^ Spring Fever all ri *• lit . V rash 
of tax bills, the urge to get to work 
on repairs to the lawn, the house 1 , the 
office. The best remedv for this kind 
of spring fe\cr is a single loan from 
Central Hank & Trust . . 

• Deposits. A *MV f ( eop\ emphasis 
(tn deposits covers all t\pes saving*, 
regular and special (ducking, \gain. 
a bit of psychology in the copy: 
''Give \oiuself the convenience and 
prestige of a Special cheeking ac- 
count . . Interest rates on savings 
accounts, an important aspect of 
banking today, is dramatized, too. 
(Kielniann offers W < compounded 



(]nar lei 1} , a major cop) point for 
deposits. I 

• Facilities. 20' \ emphasis here, 
covering an "auto teller " at the main 
bank with a turn table device which 
turns the car around and sends it out 
in the same direction it came in: a 
'» to 5 p.m. v\indov\ for deposits only; 
other convenience factors. 

• Services. 10 r J emphasis here, 
covering safe deport boxes, Christ- 
mas clubs (pitched heavily at first of 
V ear I . 

• Institutional. 20 r r of the copy 
is in this eategon, generally building 
up the banking business. Included 
here is a schedule of three special 
half-hour broadcasts each year at 
New YearV, Fourth of Jnlv. and 
Thanksgiving. It consists of a sum- 
mation of the v ear's events v\ith 
historical anecdotes. There 1 is no 
commercial in the usual sense, but 
Kielniann delivers a c )0-seeond insti- 
tutional pitch. 

• Xeiv branches. Four new 
branches hav e been opened in the 
past three years, two of them last 
v ear. A month long spot announce- 
ment schedule precedes the Saturday 
opening, capped bv a remote from the 
bank at 12 o'clock of the big day. 
The p re-opening spot schedule con- 
sists of two to three OO-seeond an- 
nouncement?, per day. pointing up 
greater convenience and telling an 
expansion story. 

(Please turn to page .il) 



HOW CENTRAL'S VOLUME AND 
RADIO APPROPRIATION GREW 





YEAR 


DEPOSITS b 
RESOURCES 


ADVERTISING 
BUDGET 


RADIO 
BUDGET 




Jjn. 


S t. 000,000 






1954 


D-c. 


si t.- 13 1.000 


$21,235 


85.218 


1955 


D-c. 


SI 3 015,000 


$24,750 


Sr>,313 


1936 


Dec. 


$t 6,-15 1,000 


$26,335 


S5,553 


1957 


D-c. 


$23,321,000 


$36,086 


$7,925 


1958 


Dec. 


*,%t.6.%7.000 


$41,368 


$9,555 



BRANCHES 



East Hills (Roslyn) 



Lynbroolt & 
Port Washington 
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DR. LEON ARONS, v.p. of research for 
TvB who aslced to answer the Post's claims 



^ Research v.p. points out 
weaknesses and fallacies in 
Saturday Evening Post ad 
in last week's SPONSOR 

by Leon Arons, Ph.D. 

^JkP ha? come up with a "new" 
concept of audience measurement 
which it applies blithely (in a recent 
insert in sponsor ) to intermedia com- 
parisons — to the accompaniment of 
drawings of apples and oranges, ami 
the sage comment, "applesauce." The 
new concept of measurement is called 
ad page exposure. \d page exposure, 
say* tin* insert, "goes smack to the 
core of vonr ad\ ertising effective- 
ness!" Moreover. a> a measure, it is 
equivalent to eoM-per-1.000 per min- 
ute-couunereial on the a\erage night- 
time tele\ ision program, they say. 

bet's first take a look at the cost- 
per-LOOO nhat. \d page exposure is 
a further step m the direction appar- 
ently set up earlier for Reader's 
Digest, in which the ineafnre "issue 
reading days'" was developed to indi- 
cate the frequency with which people 
are exposed to an issue (days). The 
technique was an ingenious one and 
did provide 1 an indication of the 
"shelf life" of different publications. 
For example, it became evident from 
these results that the Sunday supple- 
ment was different from the regular 
magazines in that the average for a 
supplement was about one reading 
day. but was somewhat higher for 
weeklies, and still higher for monthly 
magazines. ( )b\ ioush . if it is fre- 
qnene\ of referring to the same issue 
of a publication, one can multiply by 
the number of reader*. 

The next step was SKl r > ad "ox- 
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TvB HITS POST AD IN SPONSOR 



8-PAGE INSERT^ FOR THE SEP 
MADE BIG 'EXPOSURE' CLAIMS 



To tell its story on "advertising ex- 
posures" to important national ad- 
vertisers, the Saturday 1\\ cuing Po^t 
took an W-page. four -vol or in.se rt in 
the I 1 April issue of sPOXsOR. Pro- 
tests against the magazine'* claim 
that "page turnings'* could he com- 
pared to one-minute net tv commer- 
cials on a cost basis, came immedi- 
ately from many tv men. Despite 
the 1 \ ) 1 "s in s is t e n ce , n ea rly all 
sound research men agree yon can't 
compare such "apples and oranges.'' 




Ad P^^r;e Exposure 



IB 



post 



posure"' dn>s. The Allied premie for 
this concept was an interesting one. 
A new kind of "exposure" conies into 
being, a special kind of exposure 
which is tidily defined. It isn't actual 
exposure- the setting up of communi- 
cations contact with the render, it is 
how main people could be exposed, 
measured b\ page turning. Tht 1 justi- 
fication achnnced is that perception 
of advertising is the ad\ertiscr*s re- 
sponsibility (not the medininV) c *he- 
cause it depends on qualities of the 
ad which the medium does not con- 
trol." Ibis, of course, is something 
less than accurate. \I1 pages oh\ i- 
ously do not shnre equally in reader 
traflic. 31oreover, a medium is con- 
siderably more than its physical defi- 
nition. A recent 'WW stiuh on the 
dynamic^ of mass media show? that 
individual media haw characteristic 
patterns in the \ allies which people 
take from them and m the way in 
which people experience the media. 
Moreover, people tend to take the 
same personal values from advertis- 
ing as from the medium which carries 
the acherti>ing. The media are an\ - 
thing bnt neutral carriers. Each 
medium come* to the consumer with 
a character of its own which helps to 
determine the manner in which the 
consumer relates himself to the ad\ er- 
tising. etc. It docs not seem sensible 
that SEP would use the premise for 
its measure thai the medium contrib- 
utes nothing but physical space tor 
time^ . 

Rut let s get back to ad exposure 
days and page turning. This new 
kind of exposure, the report on the 
research states. is independent of the 
characteristics of the ad or the ads 
on the page. It pursues the logic of 
its position by showing tabulations 
which demonstrate there are no dif- 
ferences in SEPs "exposure"" be- 
tween a color page, a black-and-white 
page, a spread, a single page or a 
part-page. One might observe paren- 
thetically that this could be a prob- 
lem to the space salesman. As a mat- 
ter of interest. SEP's insert might 
just as well have used a five-line ad 
for cost of advertising for computing 
the cost-per-1 .000 ad exposures, since 
i the number of ad page exposures is 



the »nnie. with the outcome of It* per 
1.000 instead of the 90? listed. 

1 here are other interesting obser- 
vations in the study report. For ex- 
ample, after the respondent has iden- 
tified each page he remembers having 
opened I". . . regardless of whethel 
or not \ou remember seeing anything 
on the page. 1 want yon to try as best 
as you can to identify ever** page that 
was fully opened, even if only for a 
<plit second. The only pages 1 don't 
want arc those you only opened part- 
way just to look at the page number 
in the corner.' !, be is questioned 
about each page he has not desig- 
nated as being seen: "As often hap- 
pen*, some of the pages which yon 
^kipped might ha** e been opened if 
only for a >plit second while vou 
were leafing by them or looking for 
the next page y ou wanted. I know it"? 
hard to be sure about which pages 
were opened, particularly when 5011 
turn pages rapidly, but how about 
these pages—do you think they even 
might ha\e been opened for only a 
split second?" One can picture the 
interviewer's "might have"' being an- 
swered with a "may he. And bv the 
rules of the game, if one page was 
designated as being opened, by infer- 
ence the adjoining page also got cred- 



it. It is interesting that in one of the 
preliminary te^ts in which ol»ener> 
recorded the page openings through 
the use of a one-way mirnu. the re- 
poi t states that it wa> not possible to 
record e\ er\ page opened due to the 
rapid turning of pages h\ some read- 
er?. 

The exterishe amount of page turn- 
ing in magazine reading conns as no 
surprise in the light of our study of 
media dynamics. People tend to ap- 
proach magazines in a casual manner 
and the reader"* "attitude more often 
can be described as a casual, fre- 
quently browsing one of turning 
page* and looking at whate\er cap- 
tures his interest/' 

We are now somewhat closer to the 
answer of "cost-per-1 .000 what."' \p- 
parcntly it is co>t-pcr-l .000 page 
turnings. Hy this time we hn\ e neat- 
ly lost both the consumer and the ad- 
vertiser. W'e ha\c a new kind of "ex- 
posure" which relates only distantly 
with establishing communications 
contact with people. The advertiser's 
need for direct information on how 
mam people he can expect to \ irw 
his ad. also ha> gone by the board. 
Some indication of how distant w c 
are from establishing actual commu- 
( Please turn to page ~'.\ 
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DAILIES' DROP-OFF 
MORE THAN RADIO'S 



I RADIO Advertising Bureau study in five 
markets shows 18 of 19 newspapers fail to 
I equal city zone coverage in trading zone 



a NEWSPAPERS and radio cover city zone 
-A well but many stations exceed their city 
^ zone penetration In getting out to suburbia 



I'lvrto courts* of I lirchiM Aerial Surveys 



Why radio reach tops the dailies 



^ Radio performs well in building circulation, doesn't 
suffer newspaper drop-off beyond the central area 

^ Major stations reach at least 75% of total audience 
in one week. This is about double the daily figure 



^fon vww hang a medium if >ou 
measure it in kih 1 dimension and 
enshrine tlie medium if Vou measure 
it in another. 

Take radio. Its average ratings 
aren't big and if that's all there was 
to radio \ audienee. \ on could kis> 
the medium good-by. 

\ ohodv , of eourx 1 . buys one com- 
mercial on radio and calls it a full- 
Hedged ad\ ei tisoment. \n "ad ' on 
radio i*. a fluster of commercials. 
\ campaign is a < luster of clusters. 
The end lesult is not onh impact but 
an accumulation of audience that 
will hear comparison with am medi- 
um corning the printed word. 

Though this is as simple as A-B-C. 
there** alwav> somebody who will 
])Iuck a per- broadcast rating out of 
• •ontext and go to eonsiderahle trouble 
to pro\ e that a radio commercial 
doesn't reach nmeli of an audience. 



(For an example, see '"Newspaper 
promotion stubs its toe. in tlie 4 
\pril issue of SPONSOR.) 

Fortunately, radio can not only 
show it r cache* a substantial share 
of the potential audience in a reason- 
able amount of time but looks par- 
ticularly good when compared with 
newspapers. 

The Radio Advertising Bureau has 
done studies in a number of markets 
specifically comparing radio and 
newspaper circulation via an area 
yardstick created by the newspapers 
themselves. In comparing the reach 
of radio and newspaper.* in retail 
trading zones- a newspaper-defined 
area which include* the burgeoning 
suburbs K \B found a clear-cut %w- 
perioritv for the electronic medium. 

But R \B also found out something 
more. The drop-off in circulation 
from the inner city zone to the retail 



trading zone — a particular weakness 
of newspapers — did not inyariably 
turn up with radio stations in the 
markets studied. 

R \B found that "up to four radio 
stations in every market exceeded 
their city zone penetration in the re- 
tail trading zone/' 

On the other hand. 18 of the 19 
newspapers in the five markets sur- 
veyed {Los Angeles. Boston, Chi- 
cago. Buffalo and Detroit) failed to 
equal their city zone coverage in the 
trading zone. The drop- of! was as 
high as l() f f in some instances. 

That this situation is not confined 
to the five markets is made clear by a 
previous HAB study of newspaper 
drop-ofT in the nation's top 50 mar- 
kets. This analysis dug up the follow- 
ing: all newspapers combined reached 
only '12.2^7 of homes in the retail 
trading zone. 

Here's an example of drop-ofT in 
one West Coast market. The five 
newspapers showed a decline in per- 
cent of eitv zone to trading zone cov- 
erage of from 35 to 89 r r, Three of 
the five dropped off more than uOT 
from the city zone coverage. 

Radio's cumulative, audience can 
reach impressive levels- even during 
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oiio da\ . \i* tht* chart opposite 
show*!, when station* and newspaper* 
in two markets are ranked in order of 
eo\ erage, each station does belter 
than it> opposite number anions the 
newspapers. As a matter of fart, if 
\ou take aw a} the leading newspaper, 
e\en the lowesdranking radio station 
heats, u it li one exception, all its 
other newspaper competitors. 

Newspaper comparisons aside, it is 
evident that radio .stations build up 
audiences wild relative ease. All 
but two of the dozen stations listed 
in the RAH analysis reach one out of 
four households on an average work- 
day. This eorraling of audience is 
built on a foundation of rating? that 
seldom gets above 5. 1 ndeed, l's, 
2V and 3's arc liberal!) sprinkled 
through any ratings report. 

Hut there's more to it than that. 
The figures diseus>etl above rover 
one clay. Unlike newspapers, where 
a high percentage of home delivery 
means a low rate of cumulative cir- 
culation buildup, radio keeps on ac- 
cumulating different homes. For ex- 
ample, the average station in Dallas 
reached 30% of households in the 
metropolitan area during the average 
da\, a January cumulative audience 
stud) by Pulse showed. Over a week, 
however, the figure was 50* r. 

And the buildup doesn't stop there. 
Let's take a look at some NCS tp2 
figures, which are basically a meas- 
urement of cumulative audience. NCS 
shows total daytime, nighttime, week- 
ly and monthly figures and thus pro* 
\ ides a broad measure of the rate in 
which radio piles up listeners. 

It is dangerous to generalize about 
an area in u hieh there is m> much 
variation, but, roughly speaking, a 
major radio station v at lea^t in 1956, 
when NCS z^2 was made) reaches 
(I) twice as many homes during the 
day as at night (2) about twice as 
many homes during a week as dur- 
ing an average day and (3) about 
10 to 20 f ( more homes over a month 
than over a week. Nielsen also has 
12-week cumulative figures. Further 
increascb in reach are registered dur- 
ing the longer term, but the jump 
is relatively small. 

What goo thi> mean? Fir.-t. that 
the buildup of audience goes on at a 
rapid pace during a week s period. 
This is certainly a contrast with the 
newspaper pattern. While there are 
(Please turn to page 73) 



RADIO BEATS NEWSPAPERS IN 
COVERAGE, COST-PER 1,000 



Radio vs. newspaper: 


' in trading /.one 


penetration 


Market 


"A" 


M 


arket "B" 


Newspaper 


Station 


N c w$p3 pc r 


S t«J t\ on 


jo.;;' ; 


13.0ft 




53.8'/ f 


11,0 


39.8 


18.3 


50.6 


8.0 


33.3 




32.6 


7.5 


30.0 


1 1.8 


27.3 


(>.(> 


26.8 




21.7 


OA 


18.7 




1 6.8 


UA1S ttjrurt-s ur 
vu-ekd.iy for o.,tf. 


I - a ite ch 

In ABC «U«M 


n 'or lion <i>ar>r-r<* and u 
1 r- mil ,i wlhi awm 





Cn>t-per- K000 newspaper* v*. radio 







San 


Francisco 




Medium 


Cost 


Circulation 












Call- Bulletin 


S 1.3 H. 


1 i-0.207 




Chronicle 


3 1 .992 


223. 129 




Examiner 


82.128 


257.251 




News 


SI. 200 


KM .7ot> 




Tribune (Oakland) 


£1.835 


205.912 




KFRC 


>828 


31 kOOO 



Cost per-1,000 

89.60 
88.83 
88.28 
Sl27l7 
£8.95 
82.6 I 



Chicago 

American $2,088 022.9UU 83.75 



News 82.970 5 !7.79d 83. 13 

S"n-Times 61. 140 33 i.0d3 82.70 

Tribune 5 K37 1 808. 1-33 83.0 1 

WGN > 1,332 (»227mm» 82.1 I 



Philadelphia 

Bulletin .vU00 d9.~).9d0 .> 1.83 

inquirer 5*3.348 019.381 83. 1 1 

News >»>U0 207.083 82.90 

WFIL > 1.322 Id Loot) 82.85 

*- ll Jrrvi 1( r \ \ V v ci jn. 4t 

lt»id§» AIM'. S« ■ ■ ■• • \ -ttI>.-» N. 4 - i ,_,..< 

>n m j - - , ... , , | 
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Tv "display ads" 

sell 13 mink stoles 
for Nashville store 

^ Harvey** revolutionizes department store approach 
to item listing with unique spot pattern of live remotes 

^ Kapid-fire item selling proves worth in warehouse 
sale and clieks on consistent 40-spot-per-week schedule 



^^n experiment that may well gi\e 
cynics of department store tv ad\cr- 
tis'mg something to think al>ont is 
nndei \\ a\ in Xashville. 

The pace-setting idea is a synthesis 
of c\er\ thing Harvey "s Department 
Store, one of the largest in the South, 
ha.- learned ahout t\ since its initial 
venture in 1 9 50. .specifically, it's 
how to Use \ideo for hard-sell. di>- 
phi\ purpose*. 

Store president Fred Harvey 1\qa 
heen a \eleran belie\er in the niedi- 
imi. Cartoon jingle* were an early 
experiment, designed hy Harvey ? ad- 
vertising agency ( \ohle-l)ury ) to at- 
tract youngsters. Placed around chib 
<li en \s programs and on weekend.*, 
they filled an element missing in the 



usual pattern of department store ad- 
vertising. Occasional remote telecasts 
from store windows and various de- 
partments also got a tryout. hut the 
effort was not sustained. 

Then last July WSM-TV developed 
a new tack that would enable Har- 
vey's to merchandise numerous items 
in a week-long warehouse sale in a 
rapid-fire, item-listing way. Tin* plan 
called for a daily 10-second 1.1). 
saturation schedule utilizing a remote 
camera with close-ups of individual 
merchandise. The audit" portion 
came from the booth at the studio 
with short, on-the-bntton copy. This 
sold merchandise — both large and 
small so successfully that Harvey 
decided to schedule two more ware- 



house >alcs and advertise them in the 
same way. 

Besides sales effectiveness, another 
important conclusion emerged : Tv 
techniques needn't he expensive to 
get result*. 

Thereupon WSM-TV and Xoble- 
Dury pitched today's totally new idea 
— to move, not just remote camera 
equipment, but an entire studio into 
the store. The plan specified live, on- 
the-spot demonstrations of merchan- 
dise throughout the day in a series 
of spots called Tv Shoppers Guide. 
'The idea seemed fantastic at first,"' 
says Harvey. Hut to the station's 
boast, "You name it — we'll sell it,' f 
Harvey fired back. '"Bring in the 
gear — we're game for a try." 

The test was scheduled for the 
peak sales months of October and 
November. WSM-TV moved a micro- 
wave unit, camera, a battery of lights 
and other necessary equipment into 
the fifth floor of the department 
?t ore. 

As a test. 10 spots a week were 
scheduled — 36 live remotes (60 and 
30 seconds i between 9 a.m. and 5:30 
p.m. weekdays and four filmed spots 
(the animated jingle) on weekends. 

Harvey** fashion coordinator 
Juanda MeCallnni became "tv shop- 
per'* in the spots, displaying the mer- 
chandise. Models paraded dresses, 
play clothes, sportswear and other 
women's apparel. Household items 
were featured, even electric trains. 
Out-of-town viewers were invited to 
mail or phone in orders. Items used 
on camera were not promoted in any 
other medium, says Harvey's sales 
promotion manager Frank Vermilve. 
"Response to the items displayed.'* 
he says, "proved beyond a donbt that 
we had hit on the proper formula for 
using tele\ision to greatest advantage. 
Examples: 

• In a two-week period, women's 
cashmere coat sales totaled more than 
S 15.000. 

• One sewing machine demonstra- 
tion produced four telephone orders 
within the hour. 

• Thirteen mink stoles were sold, 
all of the customers asking for ''the 
mink stole that was modeled on 
Channel I/' 

After analyzing these result*, llar- 
\ev signed a 52-week contract for 
the dailv remotes. The same schedule 
was maintained —about 10 remote 



VETERAN VIDEO EXPERIMENTER 




FRED HARVFA\ president of liar- 
rev's Department Store in Xashville. 
has used tv since 1050. Xow he feels 
he has found the formula for success- 
fully displaying- and selling mer- 
chandise on sight. The formula: a 
series of daily remote spot telecasts 
direct from the store; weekend spots 
add hiif and family appeal. It necdnt 
be expensive, either, he feels. 



II 
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STUDIO IN THE STORE is Harvey's answer to achieving impact quietly and cheaply. Store uses 40 spots a week, 36 of them live remotes 



:q>ots during the week plu> four filmed 
^pots on the weekend. The i-even or 
eight s.pol> are usuall) distributed 
e\enl\ throughout the da\ . half in the 
morning, the other half in the after- 
noon with a regular participation in 
the noontime Jud Collin? \arietv 
rdiow. looalh produced. The week- 
end animated spots occur in a morn- 
ing kid block on Saturday and late 
afternoon Sunda\ to catch the whole 
family. These institutional spots bal- 
ance the hard-sell remote schedule 
during the week. 

The schedule can be varied on a 
da\"s notice if a heav\ concentration 
of spots is desired in the morning or 
afternoon to give an extra pn>h to a 
fast-moving item. Often there i> a 
heavy concentration around the noon 
hour. Generally, several items are 
plugged during the da\. Hut occa- 
sionally all of the day's spots will be 
given over to a single piece of mer- 
chandise. Both the "listing"* tech- 



nique of plugging \arious items and 
the push for single item> have paid off. 

I n general. llar\ e\ "s nsetf the re- 
mote spot schedule to plug the current 
be#t seller in the ^lore. new and 
fashion items. \\ itli careful rehears- 
ing, one spot can accommodate so\ • 
oral items in a product category. For 
appliances and other hard good.*, the 
spots are extended t » two and three 
minute:* .sometimes to five. 

A permanent tv studio now ha* 
been established in the store < see 
photo* which requires a full-time en- 
gineer and cameraman. \ ennih e 
feel> I lie >t rongest advantage of the 
store studio i> lle\ibilit\ : "I'rnps. 
mercliamlise. a n\ thing needed for 
the commercials can he substituted 
or changed at a moments notice."" 
lie sa\s that even a late deliven of 
dresses to tlie store at 9:45 a.m. one 
morning did not pre\ ent getting them 
on camera p roper b modeled and 
disphned at 10 o'clock. 



I red llar\e\. who has triple! Ili- 
ad budget to acconunodale tin- new 
approacli to mo\ ing merchandise. 
sm?c,s no end to \n> use ami de\elop- 
ment of thi> technique. llar\e\ \\a> 
a merchandising official at Mar-hall 
Field before coming to \a>h\i!le in 
1916 and opening his store at 5th \ 
Church in tin* heart of the downtown 
area. Original!) housed behind a 
33-foot front, the store now eo\ers a 
w hole block. It has been iising t\ 
since t!ie \\ S\bT\ >ign-on date in 
September 1950. "Wo were the fn^t 
department store in the Southeast to 
lake advantage of tele\ ision.'* Har- 
vey claims. ''It's the tool with which 
well continue our growth/" 

Significant!) . llar\ ey\ slogan i> 
"The store that never flops growing." 
One wiseacre recognized this when he 
phoned the >tore while remote v bed- 
nle wa> on to a>k. "When did liar* 
ve)j bin \VS\I-T\ ?"" & 
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FSR 

{Cont'd from page 33) 

SUA million with breakdown fol- 
low?: 22' , in air media. 51 'r in 
consumer print. l<) r , in business pub- 
lications and IV t for *ales promotion 
and merchandising. Its- account? ha\e 
evidenth benefited from their asso- 
ciation with FSR: the agency V client- 
retention record lV impressive: Alcoa 
has been « i ill them f t*r 2o ^ ears, 
C.I.T. for 13. FcneMra for 36, West- 
inghon^e Fleet l ie for 13. Libbey- 
(hvens-Ford for 1*5. 

FSK i> a careful shepherd of its 
clients 7 budgets. W hile it ma) not 
actual!) product 1 the *ho\v*. it keeps 
liglil rein on production, scripts and 
rn*tf!. \leoa. for example, is eurrent- 
1\ on net tv at the rate of 71 times a 
year. \veragc cost per show for 
even thing (time and talent) is ?7I.- 
(MK). Thus the cost per commercial 
works out to only £23.600. 

In the FSR concept, the commer- 
cial is all-important. Commercials 
are constantly tested not simplv for 
recall but to establish these point? 
which the agenc) feels arc the key 
to a successful sales message: (I) Is 
the commercial important, significant 



in tin 1 xiewer's life? \2\ Is it be- 
lievable? (3) Is it applicable to the 
viewer? I nless it is all of these, it 
doesn't much matter whether it is re- 
called or not. 

In it > drive for dynamic advertis- 
ing. FSR ha;* made some contribu- 
tions to tv : 

• Establishing the pattern I through 
its Alcoa See It Xow) for non con- 
sumer advertisers in television, 

• First use of daytime housewife 
t\ In an industrial product. This was 
tin 1 Fiberglas sponsorship of Arthur 
Godfrey on CHS TV which, inciden- 
tally. FSR sa} s was the first thor- 
oughly merchandised use of tv. 

• Vertical saturation technique, de- 
veloped for Mc oa on NBC TV 
through the Use of three and four 
shows in a single da) : this is now a 
basic pattern for da} time t\. 

• I se of t\ to create dealer tra flic. 
This d;iles back to 1*X~)3 and the 
Westing house Freedom Rings on 
CHS TV which actually sent an av- 
erage of 15.000 women per week into 
Westinghoiise dealer stores for a six- 
month period. 

• First recognition of the maga- 
zine concept for tv. FSR purchased 



both Garrowa^ s Today and Arlene 
Francis' Home long before they went 
on the air. 

• The "'total' concept of tv spec- 
taculars. In 1036. the agency created 
and produced for Alcoa the Christ- 
mast ime special. Stingiest Man in 
Town, promoted it to the hilt. Origi- 
nal music and lyrics for the show- 
were recorded by Columbia Records, 
the client name and program name 
appeared on the jacket cover. 

\o avenue of promotion and mer- 
chandising goes unexplored. One ra- 
dio bu\ on NBC's Monitor resulted in 
some o.OOO dealer tie-ins on local ra- 
dio: a tv buy drew* the support of 
some 12.000 dealers ami distributors 
at the local station level. 

FSR has offices in New York. Pitts- 
burgh. Cleveland. Chicago and San 
Francisco. They are not branches: 
each is a complete agency. It also has 
a t\ production center in Heverh Hills 
and an overseas agency in London. 
It has nearly 300 employee?, about 
183 of whom own all the stock in 
the agency. It ranks 21st in size 
among U.S. agencies. This summer, 
its New York headquarters, will move 
to 666 Fifth Ave. ^ 
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TRANSGQNTINENT TELEVISION CORPORATION 

Offices;. ?0 hifgara Street, Buffalo MQhawk 20.00 • IS East 4.7th. Street, Hew York City, Plaza 1-3030 



SCREEN GEMS 

{Cont'd from page .*>}>) 

Sheer bi«ne>s plus \ <i r it*d opei u- 
tions lias other nd \ nutates for 
Screen Gems. 1 1 1 t lit* 19.~>o-.VJ season. 
Screen Gems had more than a dozen 
program *erie- in ;ich\e production, 
besides the economic* of large *ealc 
operations, a program venture of this 
.*ize lias [lie added tub antage of Inn- 
ing more than one ua\ to nio\e with 
a new program. Thus a new pilot ran 
he made so that episodes could he 
budgeted for $30,000 and up if a 
network sale were in prospect, or at 
under 830,000 if the S> ndieation 
route were taken. This enabled a pro- 
ducer-distributor to ofTer a maximum 
of new pilots each season. 

John 11. Mitchell, v.p. in charge 
of sales puts it this way: ''Screen 
Gems will use am met bod or com- 
bination of methods to sell network 
programs as long as the\ work. That 
may mean selling through \BG for 
some programs and directly to the 
advertiser for others. We're selling 
film programs now. and we'll also 
sell tape when tape programs ha\e a 
nia rket." 

In feature films. Screen Gems has 



mm ted its a\ a liabilities into pac kage* 
which are .sold on a pee Hie tei m 
baM* to station*. \ continuing nip- 
pl\ of feature* i> released, and when 
one >tatioii completes it* run. the 
other Mation* in the same market be- 
come prospective clients. 1 1 r inter- 
nut 'mini I sale*. \\ Hliam I" ine*hriber 
note* that w bile there is no su itch 
aua\ from the film standard to be 
e\ peeled in the immediate future, 
there is an important change hi 
sales focus. "The new sale* poten- 
tial is in countries jn*t now building 
up their t\ coverage- such a* Japan. 
Australia. Germain, and Latin \mer- 
ica." he *a\*. lie also points to the 
need for long-range planning in dub- 
bing into new languages I such as 
lWtuge*ei which will develop mar- 
kets in time. 

Jerome 1 l\ ams. v.p. in ( barge of 
syndication, expects an entirely new 
look for Screen Gems operations in 
that field b\ next season. "It is no 
longer possible to show a film pro- 
gram to an ngeiirv bin or as a network 
series one week and then go back the 
follow ing w cek and try to convince 
the same man representing a regional 
client that \ ou have a new show. 1 * 



>cieen Gem* i- planum*: to have n\ 
lt\i*t three *hou * a \ eai *eparateb 
eieated ami piodiu ed for syndication. 

\\ bile I'.Iliot. I nger \ Klliot will 
eoiUinne to piodncc conmicwiaU on 
film, president Stephen Mliot talk- 
about two \ ital area* for tape. "\\ <• 
*tai ted delh er ing tape con unci ei.il* 
in the fir*t month* of I«J.7)." he feek 
"and ha\e aI*o di*eovcie<| [hat a 
[ape-kine*cope combination ha* move 
speed and (heapne** than film in in- 
dustrial use. We sent a t\ unit to the 
Ford Motor Co. on a Fridax night 
and returned villi a tape. H\ Monda\ 
morning .">() prints were deli\cred on 
K> nun kine*eope. It wa* below the 
cost of film, and film j n*t couldn't 
ba\e completed the job in that time." 

Still another direction for Sen-en 
Gems a* it pa**e* it* 10th birthday 
is the acquisition of *tation* as an 
independent investment. Statical \ et- 
eran Norman Loin an left KK0\-T\ . 
San Francisco, to become Screen 
(/ems' station operations manager. 
\\ hile none of the*e projected sta- 
tion holding* was finalized a* of tin* 
week. Screen Gems intends to make 
one more horizontal addition, to add 
"another le<: to the centipede/* ^ 



SERVICING AND SELLING are two key words that dominate the objectives of Transcontinent stations. 
Whether its... 

• WGR-TV and WGR Radio, Buffalo, blanketing the mighty and prosperous market of Western 
New York known as the Niagara Frontier, or . . . WROC-TV, Rochester, with its 26.5% coverage advantage 
in the thriving 13-county industrial and agricultural area in up-state New York, or . . . WNEP-TV, 
Scranton-Wilkes-Barre, with the most powerful transmitter serving Northeastern Pennsylvania, the states 
third largest market, or... WSVA-TV and WSVA Radio, Harrisonburg, covering the rich and diversified 
Shenandoah Valley area in Virginia . . . 

. . . you'll find the Transcontinent station is well-known as a symbol of service to audiences and a symbol of 
sales to advertisers. Experienced management, intelligent program balance, strong merchandising and promotion 
plans, and a genuine feeling of community responsibility are basic characteristics that advertisers 
profit by when they select . . . 



A TRANSCONTINENT STATION 
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WBR-TV, WBR, $tfW°j t VtWB^Jtoitomt Va - • represented bjrttters, Orlffin, Woodward 

WNEP-TV, $crantw>-W]lke$»Birre, Pa-, .represented, tfy AvenMCnodet 
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THE ADVENTURES OF WILLIAM TELL 

That's right! WILLIAM TELL never stops selling for. you! That's Jiow NTA .built 
it. That's how Tropicana bought it. And here's how WILLIAM TELL does it. It starts 
on-the-air where WILLIAM TELL action-packed, costume drama adventure and 
all-family appeal powers the big audience pull. But you haven't seen anything 
until NTA Merchandising gets into the act.. .gets selling in windows, in stores; 
UP and down your chain of. distribution. That's how WILLIAM TELL does it for 
Tropicana and can do it for you, too— with a full package of NTA prepared premi- 
ums and big prize contests that tie into your on-the-air "sell" and convert audience 
into customers for you at the point of sale, all free. It's all free— WILLIAM TELL 
streamers, counter cards', posters. And NTA gives you the manpower to make it 
happen... in the package that never stops selling on the air, off the air, every-, 
where. It's all part of the Duy...when the buy is NTA's WILLIAM TELL. Contact: 

A Division of National Telefilm Associates, /nc."MTT1 A "OTJ f\f^ "D A H/f Q A T "17 Q 
10 Columbus Circle; N.Y. 19, N.Y. Ju'dson 2-7300 J.1 LJ\. ± JX\J\JS\)J\.JjL DxXJjJjO 
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SHARE OF 
AUDIENCE: 




Proves KONO is your 

BEST BUY 

for Radio Coverage in 

SAN ANTONIO 



— and KONO leads the field 
in PULSE, too. First in all 360 
quarter-hour periods, Monday 
thru Friday. (Jan. 1959) 



J/ r K ROTH, Manager 

P. O. Box 2338 
San Antonio 6, Texas 



National and regional bays 
in work now or recently completed 
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TV BUYS 

The Armstrong Rubber Co., West Haven. Conn.. is preparing the 
summer campaign for its \imstrong Tires. The schedules start 4 
May in scattered market.- for 18 weeks. Minute announcements dur- 
ing nighttime slots are being purchased: freqeneies depend upon the 
market. The buyer is Marion Jones: the agency is Lennen & NewelL 
Inc.. New York. 

American Motors Corp., Detroit. is going into o\er 80 markets 
with a major campaign for its Rambler. The schedules start 21 April 
for an eight-week run. I.D.'s and minute announcements during 
nighttime segments are being used: frequencies depend upon the 
market. The buyer is Betty Powell: the agency is Geyer. Mover, 
Madden \ Mallard. Inc.. \cw \ ork. 

The California Oil Co., Sub. of Standard Oil of Calif., Perth Am- 
boy. X. J., is planning a short-term campaign: ils distribution is 
roughh in the Northeastern Mates. The three-week schedules kick 
off I May. Chainbreaks and I.D/j during nighttime periods are be- 
ing placed: frequencies vary from market to market. The buyer is 
Trow KHiman: the agene\ is Batten. Barton. DurMinc & Osborn. X. Y. 

The Procter & Gamble Co., Cincinnati. is going into top markets 
with schedules for its Spic & Span. The schedules Mart 1 Maw run 
for 13 weeks. Minutes during nighttime segments are being bought: 
frequencies* depend upon the market. The Inner is Don Procter ; the 
agenc\ is \ oung & Kubicam. Inc.. New York. 



RADIO BUYS 

McCormick & Co., Inc., Baltimore, is initialing new schedules in 
various markets for its teas. The 13- week campaign starts this month. 
Minute announcements during da\ time periods arc being used; fre- 
quencies van from market to market. The Inner is Chips Barrabee; 
the agene\ is Lennen & Newell. Inc.. New York, 

Chesebrough-Pond's, Inc., New York, is entering major markets 
throughout the country with schedules for its Vaseline hair tonic. 
The campaign starts 25 April for 20 weeks. Minutes and 1.1). *s in 
weekend slots are being placed; frequencies depend upon the market. 
The buyer is Jane Podesler: the agency is MeCann-Kriekson, N. \. 

The Pharma-Craft Corp., Inc., Sub. of Jos. Seagram & Son. Cran- 
bury. N. J., is kicking off a campaign in lop markets for its Ting 
\ntiseplic Medicated Cream for acne. Tin* schedules start 27 April 
for eight weeks. Minutes during both daytime and nighttime seg- 
ments are being slotted; frequencies vary from market to market. 
Hie Inner is Waller Heed: the agency is Cohen & Aleshire, N. Y. 
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18 a run. ]<)o9 



In the 

Vancouver-Victoria area 

KVOS TV 
dominates with 
top programming 



Its aflliliation with the giant CBS network gives 
KVOS TV unique entertainment power . . . gives 
this station the ability to deliver the most 
popular daytime and night-time shows to B.C. 
viewers. Add to this the top syndicated half 
hour shows, award-winning special features and 
sports events and the largest selection of fine 
movies on TV in North America! This kind of 
entertainment power makes KVOS TV the No. I 
audience station, gives you selling power to 
"talk to" Canada's 3rd market. 

Plus 82JHK) TV homes in 
Northw est If ashington 
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one TV station had to be unique 



VANCOUVER OFFICES— 1687 W. Broadway. REgent S-51A1 T 
STOVIN-BYLES LIMITED Montreal, Toronto, Winnipeg 
FORJOE TV INC. -New York, Chicago, Los Angeles. San Francisco 
ART MOORE and ASSOCI ATES— Seattle, Portland 




si»o.\>or • \X\ www. \\)59 



5i 



With new attention on 'equal time', SPONSOR ASKS: 



How do you feel 

about the "equal time" 



With the recent rigid FCC ruling 
on the "equal time" requirement 
for political candidates, station 
men tell SPONSOR their reactions 

Robert Frudeger, pmitlmt, ff IRU 

Peoria, Illinois 

No broadcaster in his right mind 
would to\ with his license, Po think 
that even broadcaster is now placed 
in the ridiculous position of aeluall) 
being forced into >tieli action is in- 
credible. In 1 ( >~<) it'- a foregone 
conclusion that responsible broad- 
easlei s are seeking qua lifted edi- 
torial w riters. establishing editorial 
committees, and aborting editorial 
rif.-lits o\ er the air. 




A" 



The\ ha\c been encouraged to do 
this b\ tbo^e in positions which have 
regulatory power o\er the licenses of 
the station*. In contradiction they 
are told "go ahead and ediloriali/.c. 
assort \onisclf for \our community, 
and at the sinic time "\oii must seek 
out responsible persons to present 
opposite points of \iew." 

These are two statements that can- 
not li\e under the same roof of an 
editorial dcpai I nient. 1 n the first 
place, w hat is "responsible"? The 
editoi ial is the subjeeth o \ iew point 
of the w riter. The "responsible" per- 
son must be subjectively selected, so 
in addition to bring an editorial 
writer, the broadcaster must now be- 
come a judge. 

Taken liter ally. an\one who doesu t 
like the editorial can demand equal 
time and it then become* the prob- 
lem of the broadcaster to Subjeetbelv 
determine w bet her or not that indi- 
\idual is responsible. 

This could be a 21-hour job and 



broadcasters ha\e other things to do, 
Since we are averting oursehe*; aTtor 
the fashion of newspapers. is it con- 
ceivable that the newspaper editorial 
writer .should make himself receptive 
to ncn dissenters opinion, exainine 
each dissenter's background, check 
on e\ en organization to w lm h he 
belongs to determine its stature, and 
once the writer is assured subjective- 
ly that he is "responsible." permit 
the dissenter to write an editorial 
which wilt be published. Vnd. failing 
to lia\c dissenters present thenisehes. 
should the newspaper w riter then ap- 
ply himself to finding someone who 
has the opposite viewpoint, check him 
out for being "responsible* and then 
a-k him to write the opposing edi- 
toi ial? 

Tin* whole thing when viewed in 
this light becomes ridiculous and 
even more so w hen we realize that 
this i> tin* present position of the 
broadcaster. 

Those broadcasters who are toda\ 
editorializing deser\ e gi eat credit, 
for they are assuming risks which 
might \er\ well culminate in a loss of 
position in their industry, if not a 
loss of their license. Certain!) it 
would require little change on the 
part of the powers that be to relie\c 
the broadcaster of this impractical 
and viitnalh impossible obligation. 

Paul H. Goldman, <^cr. car pres. £ 

general manager^ K\()li-T\ \oe 
/'.titerprises, /nr.. Monroe, Ln. 

The ki Kqnal Time" reqniiemcnts 
as laid down b\ the FCC with regard 
to station editorials and programs of 
a eontnn ersial nature are jtist and 
neccssai \ to help the broadcast li- 
censee operate in tin 1 public interest. 
These pro\ is ions further assure the 
public the widest possible snppl) of 
useful ami necessary information to 
help broadcasters make decisions that 
will promote the greatest good for 
each commit n it \ soi ved. 

Tin* <fc flv" in the ointment of the 
broadcaster is the u tmelear" language* 



of section 3] 5 pertaining to "Equal 
lime" for political candidates for 
public office. In its present language 
the FCC can onl) interpret this sec- 
tion as it has done in the l)al\ eas?. 




Hut this interpretation, para Joxicalh . 
jjuts a "halter." indeed a blindfold 
on the broadcasting team that de- 
livers the e»enlial commodity of 
news to the public, the electronic 
news department of radio and telc- 
\ ision. 

Therefoie. it is essential, not onh 
to the broadcast licensee, but in fact 
to the public good, that section 315 
be cither rc-w rin en or amended so 
that it will really serve the public 
"interest, convenience and necessity. 1 * 
instead of being an i nst rumen t of 
hindrance as it is now. 

The sight and sound of political 
candidates for public office where 
heard and piciuied in news events 
must he exempted from the 'T'qual 
Time" rule in order to allow the 
broadcaster to perforin his duty in a 
free socieH in the area of that most 
important of all of the broadcasters 
scr\ice to the people- the unfettered 
dissemination of new?. 

Section 315 should also be amend, 
cd or re-written to provide the broad- 
caster with an opportunity to make 
a reasonable decision a^ to whether 
there may be ^ome candidates for a 
public office who don't really deserve 
to get equal time because they ma\ 
not repiesent am Irnb ''responsible* 
group of citizens or even a "free" 
\mericau ideal, and whose use of 
broadcasting facilities might \ cry 
well be a u inoeker\ " or a sheer waste 
of time. 
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problem? 



Robert S. Smith, program director, 
WOK radio S: tr f \cu York 

In as few words as possible- I am 
unalterably opposed to the "eijual 
time" ruling of the FCC. The law 
was designed to ensrne eqnal rights 
and time for all "responsible**" par- 
ties; yet the reeent ruling was too 
literal in tt> interpretation and allow s> 
no discretion by broadcasters in de- 
termining who is "responsible." It 
creates a monstrous situation for sta- 
tions. and makes them sitting ducks 
for crackpots and opportunist?;. 
The Lar Daly ruling's over-all re- 



llinders the 
free flou 
of news 



suit will be direct!) opposed to the 
purpose of the law— to protect the 
public. It will make it impossible 
for a station in this climate to full) 
live up to its public responsibilities 
as it has in the past. \n "equal 
time* 1 situation imposed upon elec- 
tron campaign: — a time when the 
dissemination of the news and in- 
formation should be at its height — 
\\ ould mathematical!) strangle the 
voice it seeks to safeguard. The sta- 
tion would lack powers to fair!) and 
intelligent l\ edit their news. Broad- 
casters w ould find themselves in a 
predicament where the\ could not 
equate and schedule and control the 
appearance of each candidate for 
electron as he allects the news in bis 
local area. In an attempt to eomph 
with the "equal time law. the 
broadcaster will probabh become a 
censor rather than a chronicler. It 
is onl\ step he could take to both 
comply with the regulation and pro- 
tect himself from the problems cre- 
ated by the loss of free news re- 
portage. & 





YOUNG 




two more 

top markets . . . for 

effective April 1 
BOSTON 

the new WMEX 

Boston's lowest eost-per-thousand 
Perfect coverage of the trading area 
the area that counts 

Utmost audience share in the 
afternoon (2L2'i ) * 

WASHINGTON 

the new WPGC 

10,001) watts 

and upward bound. 

Watch Washington turn to WIM.V 

* lln»\» r, h'< h.-Mar.. 1 '> ;t 



ADAM YOUNG INC. 



Representing all that 1 * rnodi m and 
( fft etirc in radio today 

NEW YORK. 3 E. 54th St. CHICAOC 

ST. LOUIS LOS ANGELES SAN FRANCISC 0 

DETROIT ATLANTA 
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TV NETS 

iC ont\I from page o5) 

and stor\ lines which in prospect - 
have more depth and more potential 
for gi eater audience identification 
than man) show > of this Season. 

What are some Upical new shows? 
C1!S. for example, in trading on the 
current peak of interest in space by 
i lit rot 1 ne i ng Destination Space, lint 
it s balancing new interests with old 
oin's. loo -an expansion of the popu- 
lar Lineup to an hour from 3(1 min- 
ute*, buying five new situation com- 
edies. 

\1>C TV has picked n|> John 
Cumber's High Road, which will he. 
a documentary type of production 
filmed in all parts of the world. \nd 
another famed writer. James Miehe- 
nor. w ill provide tin 1 j iimp-ofT ma- 
terial for Adventure in Paradise 
which relates exotic Pacific stories. 

\dvenlure whether in or out of 
\\ otern* is the key to public taste 
this ?eaM)ii. in \l>C"s Mian Court- 
ney V opinion. 4fc \\ hether modern or 
Western, people like action, lnysterv 
and tension formats." That** win his 
upcoming new shows include an off- 
beat prnale eye series. Johnny Stac- 



cato, with a u beal generation" theme: 
and Edge of the Jungle discusses ten- 
sions and motivations of "jungle"' 
people in such a posh setting as New 
\ ork's upper East side. 

lint there are new wrinkles on old 
themes as well as on new ones. A 
new captain of delect ives is Robert 
Taylor I \BC) and a new locale is 
New Orleans in Bourbon Street Beat 
on the same network. 

On NHC Jack Webb's Black Cat 
will give the '\«tory behind [he ston "" 
written by an anonymous socialite- 
(fictitious! columnist — in San Fran- 
cisco and CHS has some small fry 
things in store: Patty MacCoriuack 
in Pecks Bad Girl and Dennis the 
Menace. 

Day-by-day analysis of the sched- 
ules (tee chart) indicates what the 
netw orks consider their weakest 
spots: ABC's entire Monday schedule 
will he new ]>lus half of Wednesday 
and Thursday nights, with the re- 
maining e\enings fair!) pat. CBS is 
making its biggest innovations on 
Tuesday night and in a couple of 
Friday slots. NBC's new entries are 
concentrated on Tuesday and Satur- 
day, with sizable shifts on Sundav, 
Tluirsdav and Fridav. ^ 




WBNS Radio 

Columbus, Ohio 

John Blair & Co., Representatives 




The latest I'uJse shows our ami truer 
( V2 r ; c men and women uhieli would 
seem lo moke us an adult station. Just 
in passing, we are also number our in 
the market. 



BANKS 

(Cont'd from page 40) 

The remotes — featuring recording 
and t\ stars. ci\ic leaders, and charter 
depositors — are limited to half an 
hour in length. Bart of the buildup 
are on-the-air promotional announce- 
ments b\ the station. 

• Checking results. Kielmann has 
devised many ways of checking the 
impact of his radio schedules over 
the pa>t 12 years. Hut a recent one — 
tried last month at renewal lime — 
had a double-header effect. Two of 
the dim? commercials in the quarter- 
hour program made a pitch for help 
— in effect they were bona fide 
help wanted ads. 

KiehnanUs checkup worked fast. 
"From 1 1 moment the new copy 
went on the air." lie say*, "'the bank's 
main switchboard was jammed with 
calls from applicants. The personnel 
department was forced to get help 
from other departments to man the 
telephones, book interview appoint- 
ments, and handle the load."' 

"\\ hen we analyzed the phone 
calls." says Central's personnel direc- 
tor Jem Worthington, l4 lhc thing 
that amazed us most was the calibre 
of the applicants. Practically all of 
lliein were college graduates and in- 
cluded former school teachers, busi- 
ness executives and community 
leaders.'* 

"* \ good music format is giving us 
the right atmosphere for serious de- 
positors/' Kielmann feels. ; 'as well 
as ideal employees/* Kielmann may 
ha\e been just a little fearful that his 
own tastes and those of his wife, 
former concert and opera singer. 
Helen Cleason. may have dictated his 
choice of a formal. This renewal- 
time test dispelled such fears. 

\s for other media. Kielmann lies 
in new spa per. outdoor, and school 
and fraternal house organs with his 
radio schedule, lie uses billboards 
at approaches to communities and 
posters al railroad stations with "Wel- 
come" themes on them. Business 
num. of course, are l he targets of 
page ads in Kiwanis. Lions Club and 
other such \ earbooks. 

How did Kielmann choose his 
12: lo p.m. time slot 12 years ago? 
Very simply: ll*s the hour he's home 
for lunch. He reasons other business 
men may be able lo get home at that 
hour. too. so that makes it family 
time. "1 like to listen lo good music 
during lunch. " he sa\s. ^ 
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To sell Indiana, 
you need both 
the 2nd and 3rd 
ranking markets. 

NOW 
ONE BUY 

delivers both — 

AT A 10% 
SAVINGS! 



YOU NEED TWO TO TUNE UP 
sales in Indiana! 




In this rich, diversified interurbia, automotive manu- 
facturing is only one of many reasons for bulging 
purses. Fertile farms and varied business each 
contribute their share. Over 1.6 million population — 
$2.8 billion Effective Buying Income! There are two 
major markets in this live sales sector — South Bend- 
Elkhart and Fort Wayne. You can cover both from 
within, with one combination TV buy, and save 10%! 
Add Indianapolis — get all the best in just two buys! 



call your H-R 



man now 






this is 




THE TAFT STATIONS . . . yesteryear, 
one radio station broadcasting in a sin- 
gle market; today nine influential radio 
and television stations reaching over 
8,000,000 people in key Mid-West and 
Southern markets. This is progress — 
progress in building and expanding 
modern new broadcasting stations an< 
facilities; progress in a growing volume 
of business; and progress in gainful 
results achieved for an ever increasing 
number of advertisers. 
If you are interested in having your 
advertising dollars earn more . . , now 
is the time to invest them in growing 
Taft Stations. 




Vl\ 




Cincinnati* Ohio 



radio and television stations 
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>a\vs Krpir^ntalhr-; Tin- kaU \genf> ? Inc., *Thc Young Telo%i>ion Corp. Sale- Office: Kadio Cincinnati 
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What's happening in U. S. Government 
Uiat affects sponsors, agencies, stations 



WASHINGTON WEEK 
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The guessing in bureaucratic circles this week was that the resignation of John 
Gwynne as head of the Federal Trade Commission may eventually he rued hy big 
business and the field of advertising. 

While firm against monopoly practices and strict about fair trade and advertising, 
Gwynne had one advantage his successor may not have: the influence to keep Congressmen 
from digging into the record and general policies of the FTC. 

A case in point: two separate legislative committees undertook probes of the FTC during 
Gwynne's tenure, but both were blunted as a result of Gwynne's high standing with his for- 
mer conferes in the House of Representatives. 

Consensus as to where his successor will come from: the ranks of unemployed ex- 
U. S. senators. 



As reported weeks ago on this page, the FCC is getting ready to give up entirely 
on uhf as an important part of tv. 

It will tell the Senate Commerce Committee that it feels an attempt should be made to 
trade uhf space with the military for vhf space just above present Channel 13. 

Meanwhile, the FCC leans toward squeezing in more stations, along the lines advo- 
cated by ABC, by reducing mileage separation standards until the new channels are available. 



Rep. Oren Harris (D., Ark.), chairman of the House Commerce Committee, 
and the most successful of all pay-tv opponents, now takes dead aim at pay tv by 
wire and cable. 

Harris succeeded in having the FCC cut down its proposed tests of broadcast subscrip- 
tion television to the very restricted limits he favors. The Commission answered his request 
for something similar on the wired variety with the opinion that this sort of intrastate opera- 
tion is not under its jurisdiction. 

So Harris introduced a bill which put the cable type under FCC jurisdiction, and 
which would also require the Commission to refuse to permit any more extended op- 
erations than are to be permitted for the broadcast type. 



The FCC will permit the Class IV, local, radio stations now limited to 250 watts 
power, to come in with applications for powers up to 1 kw. 

It will consider such applications on a "ca^e-by-case" basis, as opposed to the request of 
the Community Broadcasters Association for automatic approval of requests for 1 kw power 
on the part of these local stations. There are approximately 1,000 of these stations. 



The Commission has decided to shorten the time in which applications can be 
filed which compete with already-filed applications for new AM radio facilities. 

The FCC will publish lists of 50 such applications at the top of the list, and will give 
final filing dates. 

The FCC is faced with its largest backlog of applications for new radio stations and 
changes in existing ones — over a thousand wait hearing. 
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Marketing tools, trends , news, 
in syndication and commercials 
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The actiou-adventure show still ranks as the most salable syndication item on 
the regional and local front. 

This was made quite patent in the results from FILM-SCOPE's field-spotter survey just 
conducted among representative stations in all sections of the country. 

Most cogent of the other observations emerging from the inquiry were these: 
1) National spot spending for syndication is up in the matter of minute par- 
ticipations but less, as compared to recent years, for exclusive or alternate sponsor- 
ship. With regional-local money it's just the opposite: sponsorship of the show as an entity 
is rising. 

2. The alternate-week pattern is here to stay. There's little likelihood of a trend back to 
full sponsorship of a syndicated show. Frequency is the shibboleth, and, as KTTV's Dick 
Woollen put it, the "Big reach" concept is more popular than ever. 

3) Program time devoted to syndication has apparently frozen: hardly a single station 
reported a substantial change from last year. 

Program-type stripping seems to be taking hold even on affiliated stations: 
KLZ-TV's Jack Tipton reported success with a daytime comedy strip, a prime-time action- 
adventure strip and a late evening drama strip. 

Two other interesting findings came out of the Field Spotter survey. They were: 

1) Voted among the hottest station sellers of the seasons were (in alphabetical or- 
der) : Decoy, Dial 999, Rescue 8, Three Stooges and Whirlybirds. 

2) Most frequent headaches for stationmen in connection with syndication: (1) 
starting a syndication show in spring or summer with repeats consequently falling into winter; 
(2) looking for an alternate-week sponsor when actually the syndicator had already thor- 
oughly canvassed the field; (3) forced buying decisions on film series in one day when there 
are at most two or three episodes already in the can* 

One way to huihl up a women's and children's audience for daytime viewing, 
stations have found, is the comedy strip. It's also singularly effective in early eve- 
ning periods. 

There's also apparently some promotional value in having the same re-run show on every 
day of the week. 

CNP's Life of Riley, for example, was able to go into a number of time periods as a 
strip to top mixed programing the same stations offered previously. 

Here are ARB ratings showing what happened after Riley was stripped in certain mar- 
kets, as compared to rating for the show there before: 



MARKET, STATION 

Boston, WHDI1, 6:30 p.m. 
Chicago, WNBQ, 12:30 p.m. 
Detroit, WWJ, 8:30 p.m. 
Houston, KGUL, 6:00 p.m. 
New Orleans, WWL, 12 noon 
New York, WCBS, 5:00 p.m. 
Philadelphia, WCAU, 5:00 p.m. 
Nashville, WSN, 4:30 p.m. 



LATEST RATING 
FOR K1LEY STRIP 



FIRST HATING 
FOR RILEY STRIP 



SHOW PRIOR 
TO RILEY 



11.4 

3.3 
11. \\ 
21.0 



* .i 
6.2 
10.7 
16.8 



1 



8.3 
2.6 
9.5 
16.4 
6.9 
6.2 
2.4 
8.9 



4.4 
1.5 
5.2 
11.6 
2.8 
3.5 
2.4 
2.9 
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FILM-SCOPE continued 



Keep your eye on the high-traffic tv spenders such an drug and noap products 
as potential baiikrollers of syndication next season. 

If the current tobacco splurge in syndication proves a success, heavily promoted brands 
in these other industries may be tempted into following the same patterns based on cost-per- 
thousand-homes-per-commercial- minute thinking. 

The idea of producing a show outside of the U.S. in order to sa\e on produc- 
tion costs may well he a self-defeating process. 

Reports last week on one such syndication "import" were that it was cutting prices 
considerably below usual levels for a new series. 

The result: lowered prices take away the initial advantage of bringing in the 
show below the §28,000-pcr-cpisode level. 

NTA's promotion bonus plan has succeeded in finalizing a number of local 
film deals that might not otherwise have been made* 

William Tell, for example, got ofl to a slow syndication sales start last fall but has 
picked up partly because of the added incentive to stations and advertisers. 

The NTA plan involves a 10% "give-back" on any and all program deals, with the bonus 
awarded for promotion purposes. 

Tape program producers with syndication iu mind are still playing it very 
carefully as far as production costs are concerned. 

Los Angeles stations got ofl to an early start with one-set shows based on courtrooms, 
police stations, etc., and New York stations replied with shows based on personalities that 
can talk or ad lib. 

Now the Chicago School enters the tape scene with Ding Dong School, brought back 
with Dr. Frances Horwich for fall stripping by ITC. 



COMMERCIALS 



A revolution in the industrial films field may be brewing, with videotape com- 
ing in as a vital link to cut costs and speed time. 

Elliot, Unger & Elliot, for example, got a call from Ford one Friday to do an industrial 
film with 50 prints due on Monday morning. 

The problem was solved this way: (1) A tv camera was sent and a tape recording was 
made; (2) a 35 mm kinescope was copied from the tape; (3) 16 mm prints were struck off. 

A number of film producers are trying to streamline film production time so 
that it will be more competitive with tape. 

Marc Ascb of Van Praag Productions, for example, has worked out a 36-hour delivery 
schedule for special film work. 

Such a procedure stands midway between tape's instantaneous "processing" and 
film's conventional 10-day delav. 

Videotape couhl go a long way toward stirring up more business from local 
retailers. 

In any event, it would help them prepare their commercials more easily and quickly. 
A suggestion from TvB: Let the station wheel a tv camera into the store with a micro- 
wave relay attached and videotape the commercial at the station's studios. 
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A round-up of trade talk, 
trends and tips for admen 
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The report persists in Wall Street that CBS, Inc., is on the verge of acquiring a 
major company outside the electronics field. 

A top officer in the CBS empire, though, says there's absolutely no basis for it. 



If you look back over the history of air media, you might note this correlation: 
As the performer starts to falter or ages, the identification of the brand image 
with the performer tends also to weaken. 

The trick, say knowledgeable admen, is to pick the right moment for the divorce. 



What's making it tougher for the major tv film producers to get Hollywood 
stars to top rank: The smaller producing firms are offering the negatives (for all 
but network use) to the star. 

Case in point: The June Allyson show which has just been sold to DuPont. 



The tv network lineup will deprive the columnists of at least one plaint this fall: 
that the Westerns have shoved women stars out of regular dramatic series. 

In addition to Loretta Young, two other Hollywood luminaries are set with their own 
anthologies: June Allyson and Barbara Stanwyck. 



Here's one for Emily Post: A top-rank agency served as consultant to another 
king-sized agency in helping it garner a in ul ii-ni illion-dollar account. 

The consulting agency has an account in the same field, but the two advertisers are 
not directly competitive. 

Several reps this week expressed themselves as irritated by one of their clan's 
offering some 10 southern tv stations on a group basis. 

According to the disturbed reps, their stations advised them that they had not author- 
ized the instigating station of the group plan to include them or designate any one 
lo represent the setup. 

Agencynicn specializing in getting new business say the trend toward the idol- 
atry of numbers is in full flower. 

Instead of using statistics as a base for their presentations and then talking with im- 
agination and understanding of theirs and the prospect's business, the pitchmen de- 
pend entirely on figures to make the sale. 



The owners of grand and literary rights -many of them the estates of the authors 
- are enjoying a bonanza from the boom in tv specials. 

Prices being paid for the extended rights to plays and books now range between 
$75-100,000, while the royalties for musicals extend from S125,000 to $200,000. 

Samples: Kiss Me Kate, $140,000; Meet Me in St. Louis, $135,000; Wonderful Town, 
$145,000; Brigadoon, $125,000. 
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TV RADIO MIRROR 
Names the 
GRAND OLE* OPRY 
America's 

MOST POPULAR MUSIC PROGRAM 

WSM is pleased that TV RADIO MIRROR, 
in the only nationwide poll of radio listeners, 
has selected the GRAND OLE OPRY as the 
"Favorite Popular Music Program" 
in America. WSM is proud to find the OPRY 
among such distinguished award winners 
as NBC's Monitor, ABC's Breakfast 
Club, CBS' Gunsmoke. 

However, WSM is not surprised. As America's 
oldest commercial radio program, 
the GRAND OLE OPRY has not only given 
thousands of hours of pleasure to untold 
millions around the world, it has literally 
brought a new and deeper dimension 
to the music of an entire nation. 




WSM Radio 



Key to America's 
13th Radio Market 

50,000 Watts • Clear Channel 

Blair Represented • Bob Cooper, Gen. Mgr. 

OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY 
SPONSOR • 18 APRIL 1959 



ADVERTISERS 



WRAP-UP 

NEWS & IDEAS 
PICTURES 



COME AWAY WITH ME LUCILLE, hums Mayor DeLesseps Morrison (I) of New Orleans as 
he fries his hand at the tiller of KNOE's (Monroe, La.) "Merrie Olds" on the way to the Mardi 
Gras parade. Along for ride, James A. Noe, of Noe Enterprises, owners and operators of KNOE 




BARBER'S HERE AND COLGATE'S GOT MM: Sportscaster Red Barber (c) is set for his 
show via WPIX, N. Y., to air !5 minutes before and 10 minutes after Yankee home games, co- 
sponsored by Colgate. With Barber, Dan Topping (I), owner, Rudolph Montgelas, pres., Bates 




Brintol-M\ers w ill assign it* new- 
ly-purchased Clairol. Inc. account 
to one of its agencies within the 
month. 

Present!) at Foote. Cone & Belding 
la Lever house for Imperial Mar- 
garine), Clairol ha> alternate weeks 
of / Love Lucy on CHS TV. 

B-M plan> to continue Clairol's op- 
eration under its present name. a> a 
separate subsidiary . with its present 
management and personnel intact. 

For its graduate-wedding season 
promotion, Bulova has bought 
into four nighttime NBC TV 
shows. 

The schedule: .1/ Squad* on five al- 
ternate-weeks; one-third of Cimarron 
City; four alternate Mondays of 
Huntley*Brinkle\ Report : and three 
alternate weeks on The Bob Cum- 
min^s Shou . 

\<ieni*\ for Bulova: McCann-Kriek- 
M>n. 





1 * 
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"AMBASSADOR SERVtCE" is what Mike 
Schaffcr, WAVY-TV, Norfolk-Portsmouth mdsg. 
dir. gets, as Esquire boy gets set to tour 
retail stores for station-sponsor promotion 
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I Campaigns : 
• Clieramy launched a tv eam- 
pai^n this week in 13 markets, for 
^ its April Shnwcr> toiletries The pro- 
^ motion, to continue for 1 M-x\eeks, 
centers around a search for "Miss 
April Show ers of 1 conducted 
' nn "dance pari)" programs. The 
foulest: viewers send in photographs 
and six are selected, each week, to 
appear on tin* Iv show, with the audi- 
ence selecting the winners. \»ene\ : 
Ellington & Co. 

• Aiilieiiser-Hiiseh will repeal 
its "Pick a Pair" promotion for Hud* 
xxeiser ihis xeiir. to begin sometime. 
during the hist week in Max and run 
for tx\o months. The theme x\ill he 
lold to the radio and Ix audience x ia 
a series of spots. The Ix commercials 
xvill feature llie same huh x\ho posed 
for I he prinl and outdoor lax outs. 
Agenex : O A rev. 

• Redcli-Wip is ready to break 
its spring promotion ibis xVeek. lo 
run for 13- weeks x ia a spot radio 
campaign xxaged bx \rtliur Godfrey 
on Ins xxeekdax a.m. C15S Radio 



shoxs . Theme of ihe campaign x\ ill 
he to urge hnUM'wixes to nsr Itcdili* 
Wip a* a "slioi t-rut to straw borrx 
shortcake/* \geucx : I) \iex. 

• Chiy I )oo<lh\ ii nexs item for 
kids added to the line of Fun Hilt 
To\s. i^ being introduced this month 
to the Nexs ork and Los \ngeles 
markets. The sehednb* for the former' 
I to run for eight weeks!: lixe par- 
ticipations on Terry-Toon ( ircus, 
\VOK-T\ and Utile Rascals. \\ \HC- 
TV. In Southern California, the 
kits x\ill be pushed x ia Little Ras- 
cals, and Cartoon Express on K11JZ- 
TY ami Chueko's Cartoons, KA BC- 
\ \ . \gencx : Frank Morcland \d- 
xerlising. Los \ngeh"S. 

• (Jluniorcnc, Inc., rug and up- 
holstery cleaners manufacturers, ha- 
moved into the oxen cleaner field x ia 
its new S<]uee/e-0n Oxen Cleaner in 
a soft plastic tube, \dxerti-ing plans 
xxill break nationallx ibis month x ia 
radio and Ix spots, ami prinl. 

PielV Beer, for the first lime in fixe 
months, has hern knocked out of lop 



position in AHIfcV .March micxcx 
nf he-tdiked t\ commercial*. 

The winner: Mnxpo CeieiiU. 
llaunu"- l>cor j)laeed second in llie 
competition, with PielV sliding back 
into the number three spot. 

FiiKiiichil report: H. T. IkihhitL 

Inc. shows n j)rofit in it- ] ( >">i; report 
a sharp reversal oxer the losses of 
the prexioiis txso \cai\ Net income 
in *.">o $.")(>(). 031, eoin]>ared x\ith the 
10.17 lo-s nf .f 1.1 17 million. 

Strictly personnel : Howard Ku- 
ton. media director of Lexer Hro-. 
succeeds George \ brain* a- (hair- 
man of AN \ s Hroadeast Vdxerti^ing 
Committee . . . Raymond AIL 
named to the nexs \\ -created ]>ost of 
director of marketing for the textile 
dixision of I . >. Rubber . . . Law- 
rence Si n ilh. to sales promot ion 
manager for Sxlxania Lighting Prod- 
ucts . . . Annum! Uivrliiiii. lo head 
the adx erliMiig and ^ale^ promotion 
department at Dejnr- \m*cu Corp. 
. . . K. .Niessen. to the newlwre- 



jEASTER EGG HUNT, the first conducted by 
<TVH, Wichita-Hutchinson, attracted sta- 
tion's Easter Bunny and some 5^00 young- 
ster in search for the 31,000 scattered eggs 



TO SEE HOW BEER tS MADE, Don Rob- 
erts (r), newscaster, KOA-TV, Denver, toured 
sponsor Miller's plant. With him, acct. exec 
S. Lane (I) and Miller distributor J. Levy 





|THE 5,000th PRESENTATION of the radio story to advertisers and agencies by RAB took 
place last week at the Taylor-Norsworthy agency, in Dallas. Robert Alter (r), RAB's regional 
[sales manager, unveils research and sales material for T-N executives (I to r) Helen Barham, 
■ media dir.; J + B. Taylor, pres.; Melville Mercer, v. p.; Gloria Richardson, creative dir. 





A DOUBLE TAKE: Carol Blake, "Miss 
Movie of the Week' 1 for WCKT-TV. Miami, 
depicts the title of the latest movie on Chan 
nel 7 — "The Postman Always Rings Tw'-ce" 

M 




MORT NUSBAUM 
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Rochester 4, N. Y. 



NATIONAL REPRESENTATIVE 

7&e ^><dtitty Inc. 



CRASH THE DEHVER 
MARKET WITH KOSI 




In Demer Ihe influence station is 
KOSI, Because KOSI has listener 
loyalty -ami 1 lie folks wilti money 
In spend. I In \ lespoiul to KOSt ad- 
vertisers and buy merchandise and 
senna s! 

Contact VP-' THY about KOSI, Den- 
ier! 10°f, di^comil u lien buying KOSI 
and KOHY, San Fiain isro! 
After July, when in Denver, stay at 
lhe Imperial Motel, 171*8 Sbeunan — 
don mown. 

t or Gie< nv ille, Mississippi, il's 
W(A M. 

iff n ci / s ' oo ° watts 

Mid -America Broadcasting Co. 



aled post of men handiMng manugei 
and L. S. McCaslin, to coordinator 
of advertising for D\ Snnray Oil Co. 



AGENCIES 



Ernest llodg«\^ T Guild, Baseoiu 
Bonfigli v.p.. assorted that *'the 
eon sum or, not the advertising 
man, is the hidden persuader/" 
while speaking before the Association 
of Advertising Men & Women in San 
Franciseo last week. 

Hodges' contention: ''Popular nov- 
els and images to the contrary, if the 
consumers don't know w hat they 
want, they always find out what it is 
they don't want. 

"And let me assure you the con- 
sumer is a regular Man Mau for 
those who proceed in the jungles of 
marketing without skill and caution." 

Agency appointments: Nettle's De- 
caf Instant Coffee & 'Pea. from D-F-S. 
to MeCann-Erieksoii . . . General 
Mills' Korn Kix. Trix and Sugar Jets, 
from Tatham-Laird. to D-F-S . . . 
American Home Foods* new Chiquita 
mashed banana products, to BBDO 
. . . Republic National Life Insur- 
ance, Dallas, from Rogers & Smith in 
Dallas, to EWK&K . . . Norwich 
Pharmacal's Nebs and new product 
development, from Foote. Cone & 
Belding, to Fletcher Richard*, Cal- 
king & Hohlen . . 
pie Bakeries, State 
& Loan \ssociation 
Moir Co.. all in Ln 
Adams &~ Keves. 



, . Helms Olym- 
Mntnal Savings 
and Wallace 
Viiireles. to 



More on appointments: Tidy 
House Products Co.. with hillings at 
$1.5 million, from Karle Lndgin & 
Co., Chicago, to Guild, Bnseoin «$: 
Bonfigli. San Francisco with Bu- 
ehaiiaii-Thomas, Omaha handling 
the contact end of the account . . . 
lleifetz Pickling Co.. to Weintraiih 
& Associates, St. Louis . . . C. N. 
Miller Co.. Boston, to lngalls-Mini- 
ter-Hanghoy. Boston . . . Thomas 
Organ Studios, to Beokiiian. Ko- 
hlitz, Lo* Angeles . . . Walnut Grove 
Dairy, Clarks\illo, Tenn.. to Norman 
Malone Associates, Akron . . . 
Nance Dehnarle Co., Last Rochester, 
to the Kiimrill Co., Buffalo, with a 
radio campaign to start in Metropoli- 
tan New York in Ma v. 



tiniorc agency of the same name, 
discussed "How To 3 hike A Small 
Budget Do A Big Joh" be fore the 
National Retail Merchants Associa- 
tion in Miami. 

His definition of a small budget: 
One that's not a> big as your com- 
petitors, or that doe? not allow you 
to dominate the field. 

PragerV formula for management 
to update advertising techniques: 
"Strive for greater variety in eon- 
tent; stronger identity by means of 
a more distinctive format, and closer 
proximity by placing advertising in 
a media close to the public s modern 
living habits. " 

Thisa *ii" data: This week marks 
the 50th anniversavv of The Charles 
W. Hoyt Co. . .*. All New York 
headquarters staff of Gcyer, Morey, 
Madden & Ballard were united last 
week via a move to expanded offices 
at 595 Madison A\enue . . . Ritter, 
Sanford, Price & Chalek, New 
York, has set up a food di\ision to 
service the more than a dozen new 
food and supermarket accounts at the 
agenc\ . . . Gerald Friseh, v.p., 
Jim Nash Associates, industrial de- 
sign firm, contends that a company 
has no business using tv unless its 
trade mark and product is designed 
to meet the ''severe demands" of the 
medium — "Unless there is immediate 
brand association between tv adver- 
tising and the product at the point of 
sale, tv advertising is just a waste of 
money." 

Add random notes: Emerson 
Foote, senior v.p. at McCann-Erick* 
son, named general chairman of the 
management seminar in advertising 
and marketing, at Harvard. 5-11 Jul} 
. . . Name change: Chew. Ilarve\ 
& Thomas. Philadelphia, become' 
Harvey & Thomas, with Samuel 
Chew setting up his own agency . . ! 
New ownership: A group of em I 
ployces headed by Harry Kullen ancj 
Charles Shugert, have acquired th< 
stock of The Joseph Katz Co.* Nev 
York . . . Nev oflieo: Walker Sans 
sy Advertising. New Orleans, ha: 
opened a Los Angeles branch, witfl 
the purchase 1 of the Robert F. Ander 
son Co. . . . Winner: Donah. 
Heller, of N. W. A\er & Son, givei 
first awards in WJMJ, Philadelphia" 
50,000 watt contest. 



Edward Prager, head of the Bnl- They Mere named v.p/s: Fre<* 
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fluent, at Ted Bate* \ Co. . . . 
^ lit li Cerrone and Hreiuhm Haiti- 
(Viiu al kvKK . . . K. S\ kes Seher- 
fcnaii, at Conipton . . . Juan Chain- 
herhiin, at ()gil\>. Meu>on \ .Mather 
h . . Arthur Menadier, at . . . 

William Carr, al X. \V. \\er & Son 
David Malcc. Dan .Mitehein 
and Richard ^keen. at The Cramer- 
Krasscll Co.. .Milwaukee . . .Conis 
'\ Herman, al Ralph Bing \d\rrlishig. 
Cleveland a> e\eeutive v. p. 

[Other personnel news: II. Taylor 
JVuthcroe. to president and general 
iianager of Vaylor-Jessop \dverlis- 
iing. Akron . . . Milford linker, a 
v. p. al Y\K. to manager of the eon- 
|larl department . . . Kohcrt Lari- 
mer and Areh Nadler, to copv- 
writers at B&B . . . Tom Cast 1 ), to 
account supervisor: Hugh Wells, to 
group creathe director and John 
Jameson. Jr., group rop\ super* 
visor at Tathanid ,aird. Chicago . . . 
Rosemary Kohmer, to media direc- 
tor at Iloag & l'rovandie. l>o>ton . . . 
Thomas IS Ian chard and .Merrill 
Sprnnl. to the tv-radio department 
of Campbell-l^wald. Detroit. 



CANADA 



Canada*:* t\ andienee has reached 
a new high, according to a re- 
tahulation of tin* HUM Novemher 
1958 survey. 

The audience trends in tv: 

• Today, the average evening au- 
dience exceeds the medium's peak 
audience of two years ago. 

• There are now -13 one-half hour 
periods, with a total t\ audience at 
2.1 13 million t\ homes. 

Canada will ohservc its third an- 
nual Radio Week 3-9 3la\. with 
these ohjeetives in mind: 

1) To increase radio set sales 

2) To increase listening audience 

3) To develop a greater awareness of 
the value of radio. 

lhe week** theme: He in the know 
— Buy a Canadian radio. To promote 
it. the Canadian Wociation of 
«4 Broadcasters ha- prepared a Dealer 
Promotion Kit. to lie sent to radio set 
dealers this week. 



Welcome To Smwapta : That's the 
title of a 20-page booklet CI KX-AM 
& TV, Edmonton, \lherta. is distrib- 
uting to employees, to acquaint them 



with the hi>toi \ of the Sunw apta 
Broadcasting Co. Ltd. 

I Vr>oiinel acro>> the holder: 
Tuiniiiio I )eans. appointed media 
manager of the 1 orontn olhce of 
BliDO . . . Andre Onimet. to direc- 
tor of planning foi CBC . . . Charles 
MeCiiirc, named manager of the 
Montreal oilice of Radio \ T\ ;rvile^, 
Inc. . . . Lval Itrown. to awnne ad- 
ditional dutie> a** directoi of inforuia* 
tion service-* for CBC 



1'ros peels of an < \ < nt n;il |>ineli 
in the future profits of film pro. 
dneers in eo mmerekiU mav re- 
sult in new eollahornt ion he- 
Iween the former!} competitive 
New ^ 4 1 1* !x and llollvwood pro- 
duction centers. 

Last week. New ^oik 1* 1' \ presi- 
dent Nathan Znekei w a> in 1 lolh - 
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go ratings wherever M-G-IVPs 
laff-happy comedies are pro- 

grammed. In Dayton they top all competing 
shows with a big ! rating. ..it's the 
same story in Spokane, where the 
get a whopping I! ' . . . Ft. Worth reports 
a li rating... Memphis 1 "...and Nash- 
ville The OUR GANG comedies make 
good programming $$$ and sense for 
your station, too. Get the full story 
now! Wire or phone 



1540 Broadway N. Y. 36, N. Y. 

JUdson 2-2000 L 

NOTE: all ratings taken from recent A.R. B. individual city reports. 




\\ ood to talk o\er possibilities of 
closer tie? between the eastern inde- 
pendents and the west coast majors. 

It s not secret that the problem of 
video tape ma) be the sharpest spur 
to make new friends out of old 
competitors. 

Sales: ABO Films reports that first 
quarter billings in 1959 topped last 
\ear b\ 52'/ with feature Alms and' 
re- runs the most acti\e sales areas 
. . . Individual pacts reported by 
ABO Films include Jim Bowie to 
YVWY-TV. Norfolk: WBXS-TV, Co- 
lumbus: W5PD-TV. Paducah: WLOS- 
TV. Asheville: KL1X-TV. Twin Falls; 
WESH-TV. l)a> tona Beach : and 
WKJG-TY. Ft. Wayne, plus an Aus- 
tralian sales of One Step Beyond to 
Sterling Pharmaceuticals on FOX, \ 
S\ dnev. 

Programs: Screen Gems* newest 
western is The Peacemaker . . . Tow- 
eres of London signed Fredric March 
to Mar in a Charles Dickens tv Aim 
strie>. 

Honors: .\TA reports that its own 
advertising department received three 
awards of the Art Directors Club of 
\ew York. 

Commercials : 1IF1I Productions 
celebrated its first \ ear in commer- 
cial Alms . . . Pla\ house Pictures' 
commercials decorated In the N. Y. 
\rt Directors Club included Ford via 
J. Walter Thompson and Trewax I 
through Rofs Advertising . . . Jack | 
Berch becomes a senior t\ v. p. at 
Transfihn . . . Plandome Productions j 
completed scoring two minute musi- 
cal commercials for Ford. 

Strictly personnel: l\o\ Rogers 
Syndication appointed Joseph F. 
Greene a;* eastern sales manager . . . 
John 31. Cooper is manager of CBS 
Newsfihn . . . Leo Lav becomes gen- 
eral manager of XT A International 
from a Pari> office . . . Erie II. 
1 1 night resigned from the post of 
XT \ treasurer. 

Production: FIG made a three way 
move Ia>t week to widen its aetiv i- 
t re- in film, tape and li\e production, 
with three new managerial appoint- 
ments as follow*: William Beau- 
dine. Jr. a> film production man- 
ager. Claude Tra>erse as tape pro- 
duction manager and Phillips W'yb 
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Tw m NEVER wI^eOSME 



NSI SURVEY— KALAMAZOO-GRAND RAPIDS AREA 
(4 Counties) 
(Jon. 25-Feb. 21, 1959) 
STATION TOTALS FOR AVERAGE WEEK 





HOMES DELIVERED 


PERCENT OF TOTAL 


WKZO-TV 


STATION B 


WKZO-TV 


STATION e 


Mon. thru Fri. 










6 o.m.-9 o.m. 


17,600 


17,300 


50.4% 


49.6% 


9 a.m.-Noon 


55,500 


32,300 


63.2% 


36.8% 


Noon-3 p.m. 


69,400 


35,200 


66.3% 


33.7% 


3 p.m.-6 p.m. 


68,000 


54,500 


55.5% 


44.5% 


Sun. thru Sat. 










6 p.m.-9 p.m. 


148,700 


95,500 


60.8% 


39.2% 


9 p.m.-Midnight 


134,300 


68,900 


66% 


34% 



BUT... WKZO-TV Will 
Increase Your Mail 
From Kalamazoo -Grand Rapids! 

WKZO-TV roaches more people, gets more ac tion in 
Kalamazoo-Grand Rapids! For instance, XC S Xo. 3 
gives WKZO-TV more homes — monthly, weekly, daily— 
than any other Michigan station outside of Detroit! 

WKZO-TV's tremendous coverage extends to 606,780 
television homes in 34 counties in Western Mic higan and 
Northern Indiana. 

Remember also — if you want all the reM of outstate 
Michigan worth having, add WWTV, Cadillac to your 
WKZO-TV schedule. * 

^World's most valuable stamp is the British Guiana lc black on ma 
dated 1856, which is insured for $100,600. 




WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RAWO — KALAMAZOO BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC MICHIGAN 
KOLN-TV— LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEOWA, ILLINOIS 
WMBD-TV— PEORtA, ILLINOIS 



WKZO-TV 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery Knodel, Inc., Exclusive Nof/ono/ Representol'wes 



SPONSOR • lo WIWU 



ly a> production assistant to Ted 
lingers. 

Trade note: How aid \hraham of 
'I\B la>t week pointed to the Heredi- 
ty of >ale* promotion to department 
More* **to aurvive, 1 ' and suggested 
u^e> of slide> and mobile tape for 
fa>t. inexpensive t\ commercials. 

rape programs: KTTY reports 
that three of its allows are now in 
syndication: Divorce Court (through 
("-nihil. Juke Box Jury (\ in NYA) 
and Paul Conies (direct). 



Commercial fe.Mhah: \\ alh l\o>>. 

who intend* to hold a eonnnereials 
festival in New York next >pring. left 
for Kurope last week to inspect the 
London. Cannes. \ eniee and Ldin- 
liuigh festival* thi* season. 



NETWORKS 



(T5S T\ Station* I )i\ i-ion will 
mark its lirst use of video tape 
for a public affairs program ex- 
change setup in New York, Los 
Angeles and Chicago. 



1 he participating Mations. \\ CHS- 
KWT and \VKHM-TY. respec- 
tively, will produee on tape and ex- 
change 13 half-hour public aflairs 
>how> permitting one and one-half 
hour? of programing per week on 
each station. 

\Vestiughon>e has a similar plan 
in operation. 

Mutual is increasing it* newscast- 
ing operation 1 1 5 r ^ via a raised 
basic standard for its ^Ncwsbeat" 
inserts. 

That standard: At least one news- 
heat per five-minute .MBS newscast — 
or a minimum of 34 newsbeat- per 
da\ . 

Mutual initiated its newsbeat pat- 
tern in October. 1957. as exclusive 
special sen iee feed* requested by 
affiliate*. 

Network tv renewals for the 
1 9 5 9 - 6 0 s e a son : C h e v r o 1 e t 

i Camp- Kw aid ) . on The Dinah Shore 
Chevy Show. MiC TV . . . U.S. Steel 

< BliDO i . for the Sleef Hour, on CHS 
TV alternate weeks . . , Campbell 
Soup (KBDO) will be joined by 
Johnson & Johnson ( Y&R ) on 
ARC TV* Donna Reed Show, which 
moves to o:00 p.m. Thursdays this 
fall . . . lVfcG (liili). for this Is 
Your Life. NBC TV. 

Xetw ork t\ pro grinning notes : 
June Allyson will be starred in a 
new half-hour dramatic series on 
CBS TV this fall for I)u Pout 
i BB1X) ). in the Momlaj 10:30 p.m. 
>lot . . . Love and Marriage* a half- 
hour .situation eomed\ series joins 
\BC TV's lineup thi/ fall . . . Mar. 
ian Anderson will star in Coca- 
Cola*.* second special thi> season. 18 
Max. on CBS TV . . . The Court of 
Unman Relations, a t\ \crsion of the 
radio program, will become a week- 
das series on NBC TV beginning 22 
June. 2:30-3 p.m. 

< For detail- on Fall nctw ork pro- 
graming plans. see page 33, this 
issue. ) 

Thisa V data: The Jack Wratlier 

Organization ha* M>t up an award in 
the t\ writing field: The Lassie 
SIS. 000 Writer Vwartls for Merit. 
It* open to professional writers 
wbo<e script* are purchased between 
now and 1 September for the new 



O Henri's dollar buys 
more on WKOW 




Our thanks to Margaret flood of the 
Mautner Agency for the oppoi timity 
to prove that a dollar buys mow on 
WKOW . . . and it sells more too! 

Ben Hon el 

General Manager 

Represented Nationally by 11 



'\ . . Personal calls on 
the grocery trade by 
WKOW's merchan- 
dising director gave 
added strength to a 
strong spot campaign. 
Displays went up, 
and STAYED UP 
LONGER when store 
and department man- 
agers in the seventeen 
counties we service 
were detailed on the 
selling impact they 
could expect from 
'Wisconsin's Most 
Powerful Radio Sta- 
tion.' " 

IV J. Lazarz 
I. & I. Food 
Distributors 
HEXllVS 

r 'ad ley- Reed 



TV-G 



RADIO -10 KW-1070 



WKOW 

MADISON, WISCONSIN 
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Lassie scries . . . A l>C Radio pre- 
miered a new Ted Lloxth Inc. pack- 
age la^l week: The Sound of \ our 
Life, a five-iiiiiinle >ho\s heard twice 
dail\ weekdays and fixe times each 
on Salnrday and Sunday. 

Person nel-ly speaking : 1 1 an k 
Warner, to director of pnvs" infor- 
mation al CHS TV . . . Art Foley. 

promoted to ABC trade press editor. 



RADIO STATIONS 



The trend among [In high-pow- 
ered stations to Mcp up their 
news coverage so a* to meet the 
competition from independent 
stations is getting hotter. 

Latest move in that direction from 
the 50-kilowallers concerns WCBS 
Radio, X. V. It announced this week 
that it xv a> putting on more news- 
room personnel lo bring its listening 
audience broader new> cox era lie at 
the "local and regional lex el. " 

Some of UAH's doings this week: 

• Kevin Sweeney, to the Ft. Worth 
Ad Club explained that radio is driv- 
ing for a "Chevrolet Image** with 
advertisers: "V\ hat Chevrolet repre- 
sents to the ear Inner, radio can be 
and is to many adxei*liser>." 

• To dramatize the importance of 
summer selling xia radio. RAH sales- 
men are making the rounds to lead- 
ing advertisers donned in strax\ hats. 

• Robert Cop] ringer. RAH ac- 
count exeeutixe. before the Minnesota 
and South Dakota Bottler^ Associa- 
tion, claimed radio and soft drinks 
haxe many thing. 4 - in common: "they 
both reach their peak strength in 
summer." 

• A 19o0 Area Sales Clinic, 
planned to start 20 April xia 10 sepa- 
rate sessions in >ome 30 cities, to dis- 
cuss radio sales case histories. 

• RAHs trade promotion for Na- 
tional Radio Month: 

1) * fc Sell Radio" kits for station* in- 
cluding 101 sales idea. — a collection 
of attention-getting promotions rang- 
ing from the bizarre to the public- 
spirited to create awareness of radio. 

2) Commercials on more than 000 
stations during Max to sing the 
praises of radio. 

The NAB%s contribution to the 
same: Jingles, created by Faillace 
Productions, xn ill be aired on more 
than 1.900 member stations, with the 



theme : Radio 
With Yon. 



\lwi 



In Ti 



A break for radio stations oper- 
ating in the Windows of powerful 
Chicago station tower*: 

The Kvanstown Chamber of Coin- 
mei ce has arranged xv ith all Kx uns- 
town auto ami radio dealer* to .net 
the pithh buttons on now ear ra- 
dio* >o that txso of them would re- 
ceive Hxaiistowns two radio Millions 

\\ KAW and vr.NMr. 

Highlight* of West i ug h o use 
15 r on <l east i n g\s an una I radio 
in u n age men t meet in*; in Atlantic 
Cilx. \. J. this week: 

• Program and activities plans for 
the coming months, discussed xia ses- 
sions on *ales. research, promotion, 
music, nex\s and community serx ice 
programing. 

• The need for a public image for 
broadcasters xva> stressed xia a speech 
by Michael Saiitangelo. WHC's <1i- 
rector of ]>ublic relations, ''broad- 
casting executives appear in the pub- 
lic exe." he noted, "as a cross be- 
tween a Brooks Brother* mannequin 
and a circus barker." 

W hat happens when listeners go 
traveling: Two Roehestarians. visit- 
ing Washington. I). C. sent a note to 
WWDC, accusing the station of 
stealing Rochester's WBRF station 
l.D.'s and weather announcements. 
WWDCV replx : "We bought the jin- 
gles from the same song writers. 

Ideas at work: 

• WHK. Cleveland, held a eon- 
test for bird talkers; the winning 
parakeet said "1 like the new W11K 
color radio" so clearlx. station taped 
it for station breaks. 

• For the Birds: this one is a new 
a.m. show initialed on WGBA. Co- 
lumbus. Ca.. aimed at the 65.000 
serx icemen and their families lix nig 
at Ft. Benning. Station has a direct 
line with Benuing's short waxe radio 
station, hospital and Public Informa- 
tion officer. 

• \V1P. Philadelphia's, audience 
greeted the personal appearance of 
nutritionist Carlton Fredericks x\ith 
a SRO sign. To celebrate the first an- 
niversary of his sxndicated show on 
the station. W1P geared his appear- 
ance to 400 person capacitx. Some 
1.000 requests for tickets to his live 
broadcast came in. causing the sta- 



tion to schedule a -eeond ^how. \i 
iiixersarx show - was promoted *oIel\ 
x ia oii-lhc air spots. 

• \\ T \1 )S. \nsoiiia. ( jmiii.. iv w i 
ing a "Battle of the D.j.V". >pon-oird 
b\ the Radio Center \ppliam < Deal 
ei s. station d.j. s are <-oinpelinj to -< r 
which man can hire the moM b-i^im 
into the store. 1 "el i w e one 

minute spots per dax t<> sax ainlhin 
which (hex feel will draw rnMoiuer* 
Kaeh purchase counts as a xole, with 
the winning d.j. awarded an aii eon- 
ditioner. 

Station purchases: \\ Fl )B. Bit 
mingham. to a Washington sxndieal* 
formed bx Vincent Slnehx. Jr.. and 
llandlex Marina, foi >22.V>00, bro- 
kered bx Blackburn & Co. . . . W KTO. 
Gadsden, \la., to \irmart Badio >ta- 
lions. Inc., for $o.">.000. brokered bx 
Paul 11. Chapman Co. . . . WT'IT. 
Jacksonville. Fla.. to Ted and Janet 
Weber of Philadelphia, brokered bv 
Blackburn & Co. 

Sports notes: Spanish-speaking 
baseball fans in New ^ ork w ill hear 
the Yankee game* in their natixe 
lonmie via WHOM, for Ballanliut . 




BUYING 

RATINGS...? 
COVERAGE...? 
COST PER THOUSAND...? 

Then Check 



► CHANNEL 

V 3 



SHREVEPORU 
LOUISIANA < 

in America's 71st TV market 

Your PETRY man will fill in detaih 
NBC E. Newton Wray 
ABC Pres. & Gen. Mgr 
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RICH 
,71 OKLAHOMA 
MARKET 



TEN TOP SHOWS 
on Channel Five 
each draw over 
one-third of the view- 
ing audience in this three- 
station market. 

RIFLEMAN 58% 
WYATT EARP 57% 
CHEYENNE 53% 
MAVERICK 53% 
POPEYE 48?^ 

OKLAHOMA BANDSTAND 46% 
LAWMAN 37% 
REAL McCOYS 36% 
ZORRO 36?^ 
RIN TIN TIN 34?; 

Sou roe : Nrilwn : 
I cbruary, 1 U.VJ 

KOCO TV has the audi- 
ence . . . and delivers the 
largest undupticated cover- 
age in Oklahoma. 

CHANNEL 





Winston and Salem and Progre^so 
Brand Foods . . . KCST, Fresno, 
Cal.. w ill carry Mutual s Came of the 
Day throughout the major league 
baseball season . . . \nd on the foot- 
hall front, contracts are being inked 
for the l°v> ( ) I . of Michigan game* 
via WWJ, Detroit, for Burton Ab- 
stract and Tile Co. 



Busbies* note*: l)e Soto of South- 
ern Cal. for 13 \veeks news program 
on KiNX, Los Angeles . . . The Wal- 
dorf System, Boston restaurant chain, 
renewed for the fourth year, the Tom 
Russell Show, WEEK Boston . . . 
The Fairmont Foods Co., for a new 
sports show on WKMH, Dearborn. 
Mich. 

Thisa *n" data: The Jefferson 
Standard Broadcasting Co. (WBT- 
AM & TV. Charlotte) played host last 
v eek for Dr. Hans \nton Bausch. 
director-general of radio /tv in South 
Germany . . . Tony Marvin, on his 
daily WAKC, New York show, is de- 
voting a segment of it to housewives 
who ''want to be a d.j. for a day" . . . 
Anniversary note: The 50th birthday 
of KCBS. San Francisco, was cele- 
brated via a special 30-minute show 
originating from its sister station. 
WBBM. Chicago, with Art Linkletter 
serving as narrator and CBS* Arthur 
Hull Hayes, the keynote speaker. 

Add random notes : \ group of 
fm radio stations in Los Angeles 
made a united media presentation 

to execs at Foote. Cone & Behling. 
giving figures on the boom in fm 
listening . . . Weekend Weather Re- 
ports, for Consolidated Edison Co. of 
iSew ^ ork. celebrating its second 
year on \\\>\K, New York . . . 
kudos: WCH1K Detroit, awarded 
for outstanding leadership in promot- 
ing good will, by the National Con- 
ference of Christians and Jews. 



Station staffers : Dale Cowle. 

named executive v. p. and general 
manager, KBlZ. Ottumwa. la. . . . 
Joe Thompson, to general manager. 
KTNT. Fl Paso. Also to the Texas 
station: Jerry Jackson. Fred (arc 
and Pat O'Day . . . Luther Bus- 
sett, to national sale^ manager. 
WSAl. Cincinnati . . . Thomas 
Papich. to Los \nge1es sales man- 
ager for K F( )\. 1 ,ong Beach . . . 



Hob Gregory,; to news director of 
KTUL, Tulsa . . . Thomas Tier- 
nan, to the sales staff at KM A, Shen- 
andoah, la. . . . llillis Bell, Jr., to 
account executive at KIOA, Des 
Moines . . . Carl Smith, to account 
executive at KArvC. Tulsa . . . 
Maury FarrelK to local sales man- 
ager of WBBC. Birmingham . . . 
Ted Schneider, to sales service 
manager of WMGM. New York. 



TV STATIONS 



TvB\s .Norman Cash pointed out 
the difference between tv and 
print tlniswise : 

''Most of t\"s financial support 
comes from the consumer, while most 
of newspaper and magazine revenue 
funnels from the advertiser." To 
document this. Cash pointed to these 
figures: 

In 19oti consumers spent over 
SI. I billion for new tv sets; S2 
billion for repairs and mainte- 
nance and $300 million for elec- 
tricity to run its sets. 

Meantime, advertisers spent SI. 36 
billion in the medium. 

'Tn other words." Cash noted, "for 
even $100 advertisers put into tv. the 
public spent $2 16." 

Ideas at work : 

• WRCA-TV. New York launched 
la>t week, its annual "Bat Boy Con- 
test" for bo\s between the ages of 
eight and 1 1 who "want to be a bat 
boy for a day for the New York 
Yankees." Last \car the contest drew 
some lo.OOO entries. And for the 
adults. W RCA is mailing baseball 
hals to agene\ and ad execs to re- 
mind them to '"play ball." 

. WTKK-TV. Wheeling. W. Ya.. 
promoted the 77u7i Man series thus- 
wise: A " -Nora Charles" fashion show 
w as held at the Stone ^ Thomas de- 
partment store there, attracting a 
record crowd, and cashing in a rec- 
ord number of sales. 

• KTTV. Los Angeles last week 
kicked ofT its long-term major pro- 
motion to attract viewers and make 
them aware of the station's channel 
number (11). Tin* bit: 11 times each 
dav. programing i> interrupted to 
lele\ise a series of 11 dollar bills, ad- 
vising \ iew crs how much each is 
woith if sent to the station. 
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WOW s Farm Sales Team 
Sells Farmers Ever y Day! 

Farmers know them 

personally ... they trust 

and believe 

^ ^ ^ them! 




FRANK ARNEY 

Assistant Farm Director 

A family-farm operator with 6 years 
on-the-air selling . . . trusted . . . believed! 



ARNOLD PETERSON 

WOW Farm Director 
Seven years of every-day 
service to WOW-LAND farmers! 



Farmers don't buy a $4,000 tractor or a $1,000 load of feed on impulse. They're 
thinking men. They insist on facts and figures — carefully weigh and compare them 
before the y buy. 

The job of selling farmers is half-done if the prospect knows , trusts and believes 
the Salesman . WOW-land farmers do know , trust and do believe Arnold and 
Frank, and the entire WOW Farm Sales-Team. 

If you want to sell threshing machines or toothpaste to the 129,000 Iowa- 
Nebraska WOW area farm families, Arnold and Frank will do it — not once a week, or 
once a month but bv talking to them man-to-man everv day. 



REGIONAL RADIO 

FRANK P. FOGARTY, Vice President and General Manager 
BILL WISEMAN, Sales Manager 
JOHN BLAIR & COMPANY, Representatives 



WOW 



CBS 
AFFILIATE 

IN OMAHA AND 
103 COUNTIES 



A MEREDITH STATION — affiliated with Better Homes and Gardens and Successful Farming Magazines 
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• \\ itk spring fashion- in women/ 
mind*. VVin$M-1 \ . Chicago, is hold- 
ing a '"Name llie Hal 1 " eonleM w here 
viewers are to send in names for 1 1 it* 
10 hats lliat will he shown. Prize: 
An all-expense trip to Holhwood for 
two. 

• To introduce the \inpe\ \ ideo- 
tape Recorder; VfKY-TY. Oklaho- 
ma City, hold an open house for ad 
e\e« nli\e>, with a li\c camera captur- 
ing ouch guest's* arrival on tape. 
\\ lien tin 1 last \i>ilor was seated, llu* 
tape was pkned hack, showing every- 



one how he looked w hen arri\ ing, 
onl\ minules before. 

Programing notes: KIIJ-TV^ Lo> 

Angeles nn\ oiled il> **The N«*w 
Sound in Sight"* to New ^ ork thne- 
huycrs. media snper\ isors ami ae- 
eonnt men in two special telreasis last 
week via WOK-TV. New York. The 
new innovation: \ll K11J-TV pro- 
grams and features will be showcased 
h\ original orchestral and animated 
highlights, so that its entire program- 
ing da\ is integrated with inusieal 



NASHVILLE'S 
'better buy" 
station ! 



WSIX-TV covering the rich 
tri -state Tennessee Vcdley 
area with: 

MAXIMUM POWER 

(A whopping 
316,000 watts) 

MAXIMUM TOWER 
HEIGHT 

T a 1 1 e s t allowed in this 
area by CAA . . . 2049 ft. 
above sea level. 

MAXIMUM EFFICIENCY 

To provide by far the 
most effective coverage 
and sales results through- 
out this rich Tennessee, 
Kentucky, Alabama area! 

F> ; n -,-nf, d by. 

H-R TELEVISION, INC. 
CLARKE BROWN CO. 




TENNESSEE'S 
"must buy 
market! 



The Nashville market is 
Tennessee's richest mar- 
ket .. . 

Check these facts ! 1 

\S Fourth in the Mid- 
South (next to Memphis, 
Birmingham and Atlanta) 
with 342,000* TV homes. 

\S Population, 1,965,000 

\S Retail Sales — 
$1,585,308,000 

Nashville is a must buy" 
market and WSIX-TV is 
your "best buy" station. 

Phone or wire today for 
choice availabilities ! 




unci de.Mgn them** . . . WAHC-TV* 
New York, is talking with Will Rog- 
er*. Jr. ahoul the possibility of his 
doing a *how in the 11-11:30 p.m. 
slot. 

Thisa *n* <lnta: The* Iniversity of 
Florida is holding its first annual 
Broadcasting Day on 27 April . . . 
VKIL-TW Philadelphia, will carry 
61 Phillies baseball games this season 
for the Atlantic Refining Co.. Phillies 
Cigars and Pallantine . . . Anniver- 
sary note: \YLW -C. Columbus, eele- 
h rat op its l()th vear this month . . . 
\\ NCI . Orcein ille. X. C. is holding 
an industrial progress contest, citing 
towns for bringing new industry into 
the area. 

Kudos: Bob Anderson, program 
director of KVAL-TV. Eugene. Ore. 
cited with an appreciation award 
from the Oregon Education Associa- 
tion . . . k OA-TV. Denver, cited by 
the I . S. Army for outstanding pub- 
lie service . . . KCMT-TY. Alexan- 
dria. Minn, presented with a certifi- 
cate of achievement from the I . S. 
\rmy Recruiting Service. 

On the personnel front: Al Con- 
stant, appointed station manager of 
KKOVTV. San Francisco . . "Gor- 
don 1 1 ell ma n n. to director of ad- 
\ertrsing and sales promotion for 
Transeonlmenl Tv Corp. . . . Ed- 
ward Tabor, to general manager of 
KP AK-TV, Baker sfield . . . Jim 
Ilohhs. to nsfi^tanl manager of 
W SPA-TX . Spartanburg, in charge of 
programs and operation . . . Roger 
Grimsby* to lelenews specialist at 
kMOX-TY. St. bonis . . . James 
Yergin. to dire* lor of advertising 
and promotion at WOK* \M-TY, New 
York . . . l)a\e Dyke, to direct news 
operations for KETY. 0 mall a . . . 
Don Menard, to national sales man- 
ager and Robert Doty, local sales 
manager of W TYT. Tampa-Sl. Peters- 
burg . . . K. Robert Lissit. to news 
super\ isor for KYW-TY. Cleveland 
. . . Jiin Knight, to promotion direc- 
tor. \YTKF-TY. W heeling. W r . Ya. . . 
Dorothy Lombard o. sales service 
manager. WT1\. New York . . . 
Herb Jacobs, elected president. Tv 
Stations. Inc. . . . Carl Thinon. op- 
eration*, manager. KT\ 1. St. Louis 
. . . W illiam limbic, to comptroller 
and business manager of KPLR-TY* 
St. Louis. ^ 
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TvB 

{Cont'd from page I I ) 

iiiralinn* contact with people i> fur- 
nUhcd l>y ml readership studies. Vc- 
eording to tins approach, a primary 
SKI* reader during 10~>P> inis>ed eighl 
out of 10 hlack-and-w lul<\ fiiH-pai»e 
ads (noted of 20%). 

The criloiion n>cd was one of ilit* 
reader of the issue being able to rec- 
ognize having seen an ad w hen he 
was shown ihe ad in the context of 
t lie entire issue. Whatever the iiujtei- 
fertions of the technique emphn ed, 
the criterion il>elf seemed a sensible 
one for est aid idling eonnnnnicatioris 
contact with people. 

A measure of communication with 
people seems the only meaningful 
baMS for comparing media a meas- 
ure which will pro\ide direct rather 
than circumstantial evidence. Mo*t 
current media bookkeeping measures, 
including ad page exposure, do not 
lend themselves to valid intermedia 
cost comparisons. 

Fven then, comparisons w ill not be- 
come realh meaningful until there i?« 
a reasonable measure of e fleet > of 
exposure, since obviously to reach 
many people with little or no effect in 
the advertiser's behalf can have con- 
siderably less value than reaching 
fewer people with much effect. 

The fact that such measure? are 
difficult or less than perfect doe> not 
reduce the relevance or importance of 
such information to the aihertiser. 
nor a medium's responsibility con- 
stantly to improve measurement tech- 
niques. 

1 wonder what answer l>on Frank- 
lin would ghe to the question of how* 
many ad page exposures can stand 
on the point of a needle. We certain- 
ly agree with the comments SEP 
makes at the end of its promotion of 
its stud): ">ce it! Study it!" May 
we ^ggest \ou have \our research 
people do ju>l this . . . and do it be- 
fore you make any decisions based 
upon it. & 

^ i win ■ luwiiiiHii '.'milium i hiiuhiiii vaw 

For additional comment on 

| the Saturday Evening Post's 

| **Apples and Oranges" adver- ^ 

I tisement see the Commercial ! 

| Commentary column titled j 

| "How those print boys do talk 1 ' I 

j in the 1 1 April issue of SPONSOR, j 

^MiiTiiiiiiiiimnfaiitfnMiiiiiiiiiciiiiiTVJiiniiiiiiiiiiitijii»mniiiiiiniiiimiii>iiiiiiHiiiT^Ti*tfTr^niiiii^ 



RADIO REACH 

[ilonftl from pagr IH) 

no cumulative audience figure?* for 
newspapers similar to the type pro- 
vided h\ air rating >vi\ ice> r uizeiic \ 
media people agree that the tlaiU 
newspaper total doesn't build much. 
Indeed, the lack of newspaper re- 
search on the Mibject suggests there 
is not much to research. 

It must be pointed out that some 
new spa pels come w ith a "built-in" 
cuine. That is. since their total cir- 
culation is high, there is not as much 
room to aceuinlate new homes. This 
is particuhirh true in smaller mar- 
kets. 

("letting back to the \ielsen cnmes% 
the audience buildup figures show 
at least one more important pattern. 
By the end of a week, a radio station 
has reached a substantial share of 
its total audience probably 7~> r < or 
more in the case of major stations. 
However, this is only significant to 
an advertiser when he buys a fistful 
of spots dining a week and. further- 
more, spreads tliem over the day. 

In main cases the advertiser will 
focus on one block of time. Here he 
will tend to build frequency rather 
than reach. Therefore, to build up a 
substantial homes total, the client 
must go in for longer periods than a 
week. How much longer depends on 
the product, the ad theme, the mar- 
keting problem and the share of the 
ad budget being carried by radio. 
Campaigns of three, four. 12. lo and 
26 weeks are fairh common. 

Comparing cost-per-1 .000 of differ- 
ent media is a trick) job. Despite the 
pitfalls of such comparison*, radio 
generally shows up well. 

The radio -vs. -new spa per chart on 
page 13 shows one such comparison. 
Note that it is based on circulation 
only. There is no effort to reduce the 
newspaper total by measuring just the 
readership of ads. The chart as- 
sumes: (I) that every household re- 
ceiving a newspaper will read a one- 
page ad and (2) that 36 one-minute 
commercials will reach the stations' 
total daily circulation. 

This comparison, put together by 
1I-K representatives, ignores the fre- 
quency with which each radio home 
is reached and the bigger cume audi- 
ences built over a week or a month. 
It also gives newspapers credit for 
all circulation, whether or not it falls 
within the market area. ^ 




My Mommy 
Listens to KFWB 
Glamorous, amorous, working 
gal or lady of-leisure . . . most 
mommies in the L. A area 
listen to KFWB. 

Buy KFWB... first in Los An- 
geles. It's the thing to do. 




6419 Hollywood Blvd . Hollywood 28 HO 3 MM 



ROBERT M PURCEU. President and Gen. M*n»ger 
MIUON H XUIK, Sales Manager 
Represented nationally by 10 HX BLAIR t CO 



One hundred 
eleven* 
national 
and 

regional 
spot 

advertisers 
know 

Terre Haute 
is not covered 
effectively 
by outside 



TV 



"Basis: 1958 



WTHI-TV — 10 



CBS 
ABC 



TERRE HAUTE, INDIANA 

Represented Nalion»ll> by Boiling Co., 

Los Angeles -S»n Fr»nciscO' Boslon ■ Sew Yor* ■ Chicago- Dallas 
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IN ILLINOIS RICH 
LAND OF LINCOLN 

• WICS DELIVERS 

as much nighttime m f 
quarter hour dominotion os 
all orea competition com- 
bined. Dec '58 ARB 

• WICS DELIVERS 

most salesmessage mileage 
— Highest area tower (1000 
ft.) Most area power ( Vi 
mill, watts) 

. WICS DELIVERS 

most unduplicoted coverage 
— more homos ot lower cost 
per 1000 rote 



WICS 



NBC TELEVISION 

SPRI NGFI ELD-DECATUR 

iCENTRAL ILLINOIS 



4:00 3 STOOGES 
LOW WICS "C" RATES 



AVAILABILITIES: 
YOUNG TELEVISION 



is the 
most 
effective 
sales force 
in the 

CHICAGO 
NEGRO 
MARKET 

with 

Chicago's Greatest 
Air Salesman 



w 
o 
p 

A 



1490 kc. 
102.7 mc. 



represented 
by 

Stars 

National, Inc. 



Same ownership as WD! A- Memphis 





Tv and radio 
NEWSMAKERS 




Robert M. Watson, chairman of the hoard 
of FWR&R. joined Kudner Agency this 
week as senior v. p.. member of the execu- 
tive committee and of the board of direc- 
tors. He wa^ chairman of the board of R&R 
before that agency's merger with Erwin 
\\ a>v\ . Watson's career xx itli Tv&ll began in 
in the San Francisco office. He mo\ ed 
to Now York in 1913. and was made x\p. in 



19 16. 1 lis ad\ anrement run tinned a> exeeutix e \ ice 




Roebuck: four \ rat's 



president in 

19.">2. then president in 19/>.">. and in 19/56. chairman of the board. 

Paul Freyd has been appointed director of 
marketing at BRDO. replacing Ralph Head, 
who recentlx resigned. Frexd will report to 
Thomas Dillon. \.p. in charge of market- 
ing, research and media. For the past three 
\ears he has served as special consultant to 
HRDO. lb* has been in marketing for ?ome 
rSO }ears. including several \eaiv a> gen. 
merchandise, mgr. for a spccialtx chain ; 
seven x ears in the merchandise office of Sear* 
with an advertising agonex : and 11 years a* managing consultant. 

William D. Swanson, general manager of 
KTl L-T\ . Tulsa since 19311 has been 
named \ .p. of Tulsa Rroadeasting Co. lie 
will continue to >er\e the t\ station as gen- 
&*~\ jfl eral manager. Swanson lias been connected 

\fc with Griffin Grocery Co.'s broadcast prop- 

_ jn** A erties for more than a decade, lie left the 

sales department of K i t L when Channel 8 
went on the air in 1**31. to become sales 
manager of the t\ outlet, lie was named eommeicial manager in 
Janmux. 19.>7. adxaneing to station manager in \ox ember. 1937. 

Sam Brownstein has been named national 
sale* manager of Broadcast Time Sales, ac- 
cording to an announcement bx Carl L. 
>ehnelc. general manage]. In his new posi- 
tion. 1 > i ow nsleiu. w ho has been w ilh the 
firm since October. 1937. w ill report direet- 
1\ to Schnele. Prior to joining IMS. Browu- 
*lein w as associated with K FRl T and 
KOMI -TV Columbia. Mo. i 19.^.55) and 

with \\ \V( \. Gary. lnd. i 1930-371. lie holds a 15. S.J in adxerti-ing 
and a M. \. in radio 'telex ision journali-m from the 1 . of MUxnrri. 
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"Jhy do advertisers get more results on WKY RADIO: 




ecause buying is believing 
and more Oklahomans 
believe and listen 
to A^Ky Radio than 
to all other Oklahoma 
City radio stations 
combined. 



ATEST AUOIENCE RATINGS' 



Hon Morn. 

50.7 
20.2 
9.8 
5.1 
4.5 

r Jan.-Morch \59 



Aft. 

49.1 
25.5 
5.9 
5.6 
5.5 




The WKY Television System, Inc. 
WKY-TV, Oklahoma City 
WTVT, Tampa— St. Petersburg, Fh 
WSFA-TV, Montgomery, Ala. 
Represented by The Katz Agency 




What management looks for 

This past week the iWoriation of National A(heitisers 
announced the completion of its 1'onr-year. $200,000 \dver- 
ti-ing Management Study. 

Tlit* seventh and final rrport in this stud) is a compre- 
hensive 1 18-page guidebook titled "Evaluating Advertising 
Effectiveness." It is, in mam ways, the most important vol- 
ume in tin 1 entire \\ \ series. 

\s Henry Seliaete of Lever Bros., chairman of the ANA's 
board of directors points' out. modern management wants to 
know more about the effectiveness of its advertising expendi- 
tures and the \\\ outlines a constructive program. 

Included in tin* guidebook are practical suggestions for 
1 ) evaluating markets; 2) evaluating the motives of those 
who buy: 'A) evaluating the messages which are nsetl in ad- 
vertising: \) evaluating the relative effectiveness of advertis- 
ing media; 5) evaluating the impact of delivered messages 
on tin 4 media audience. 

The stress which this ANA study places on factual adver- 
tising research is a good indication of what high-level corpo- 
rate* managements are thinking about today. We believe that 
this research emphasis will continue to increase in the years 
ahead, and must be reckoned a major factor in all air media 
-elling. buying and planning. 

Facts about radio's reach 

We strongly recommend to radio men a serious study of 
the research article on page 12 titled "\\ hy radio reach tops 
the dailies.*" 

^ on will find then 4 a comprehensive explanation of the 
audience advantage- which radio has over newspapers in 
many markets, and sound reasons to bnttres< your local and 
-pot radio selling. 

Once these facts are thoroughly understood, it should be 
possible to promote radio with greater enthusiasm and vigor. 

THIS WE FIGHT FOR: A greater under- 
standing of tire role of the tr and radio station 
representative, and an in er eased awareness of 
the many t)pes of services he is now perform- 
ing, beyond merely sales and order-taking. 

76 




lO-SECOND SPOTS 

Who goofed? A recent full-page ad 
of the Chicago Sun-Times proclaimed 
it as the Chicago newspaper that 
"young families read more than any 
other paper," showed a picture of a 
presumahlv-ty pieal "\ oung family.'* 
A small hoy sat on the Ihing room 
floor reading the Sun-Times. The rest 
of the family — mother, father and 
bigger sister were rating tv dinners, 
their eyes fixed on a television set. 

Southern ingenuity: A timebuyer 
lining up a spot radio campaign in 
the ^outh. became intrigued In the 
titles of some of the d.j. shows, passed 
these along: The Cookie Shack (Lake 
Charles, La.^ . Sisters of The Suds 
( Durant. Okla.) . Groovy Daddy 
( Uexaudria, La.) and Music for 
Barefoot Housewives (Gadsen. Ala.). 

Cottontail: At Easter. WQAM, 
Miami, held a contest where citizens 
had to identify, through elues. the 
person portraying the Easter bunny. 
One Miami girl approached a man 
in front of a department store, asked. 
"Are you the Easter bunny?" ;t No, 
Honey/ 5 said the man. "Em a psychi- 
atrist. Need any help?' 1 

Sage-brusher: Weekend painter Wal- 
ter Vust (weekday s he's editor of 
Encyclopedia Britannica) recently 
had a one-man show in Chicago. One 
>eries of paintings was called. "A 
Myoptie View in Color of Tv West- 
erns.*' included such titles a? "You 
Take Care of Them: I 'II Get the Other 
Uomhre ,T and "Almost High Noon." 

Tourists: Powell Ensign, exee v.p. 
of Everett-MeKinney Reps, will lead 
a tour of admen to Europe next month 
via Swissair. A sort of spot flight. 

Observation: "We're only young 
onee: after that, we have to think up 
other excuses.'*- Pat Buttrani. CBS. 

Quote: "A fellow doesn't have to be 
a failure to lose his job on tv. Just 
drop two points in the ratings and 
you'll find yourself walking around 
with your head in a sack." — An- 
nouncer Hugh Downs in Tv Guide. 

Just thimk! Refunds on Federal in- 
dividual income taxes for 1957 were 
S3. 5 billion. S3. 6 billion was total 
tax receipts of Federal government 
in 1935. 
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Indiana's 
second 
richest 
television 




market... ~ 
Fort Wayne 



K>rt Wayne has mn\ ntdtl .u.yt, »/'.-»v i^ni w>>\ J rug s t n\\ .nr,\ >h u %.'ru l <]/><\ t than am v tin In 

television market except Indianapolis And WailC-TV is JlVSl 111 Fort Wa\ lie, c c \ ium t ihn , t s 
growing market. Represented bv Petr\ - * . « 



©WANE -TV FORT WAYNH 



A CORINTHIAN STATION Responsibility in lirujJm iniv 

KOTV Tulsa • KGI. L-TV Houston • WANT & W ANF-TV Tore W'avnt • \\ IMI ,v Whfl l\ I 




WHO SAYS YOU CAN'T ...J 





Not only can you put all your eggs in one basket 
in the KERO-TV market — it's the wise thingto do! 
KERO-TV is the only single advertising medium that 
reaches all of the more than a million prosperous 
people who live well and buy lavishly in the 
great Southern San Joaquin Valley — California's 
SUPER-market. And, KERO-TV does more than 
just reach these people. It delivers your sales mes- 
sage with full impact. Entertainment and 
advertising production is in keeping with 
the size, sophistication and spending 
power of the audience. KERO-TV facili- 
ties are big-time and are manned with 
a big-time staff. Presentation of both the 
programs and the commercials can 
stand the scrutiny of the most criti- 
cal agency and client. You i get the 
full treatment, too, with mer- 
chandisingand marketingaids. 
So when the Petry man calls, 
heap the KERO-TV basket high! 

KERO-TV 

CALIFORNIA'S SUPER-market 
BAKERSFIELD 






REPRESENTED BY EDWARD PETRY & CO., INC 



